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Gladys the beautiful reception- 
+ says she hears that shoes made 
{ plastics, as transparent as glass, 
e on the way, and maybe the 
inderella story will come true 
ter all. 


: = © 


The eagle eye of E. M. Pritchard 
ught the news headline, “Dry 
leaning Firm Sponsors Spots,” 
nd thinks that under the circum- 
ances it couldn’t do better. 


FF 


The Sheaffer Pen people are 
nding out a form letter to com- 
ainants explaining why they are 
) longer sponsoring Upton Close, 
no may now conclude he has the 
ast silent listeners in radio. 


~ @ F 


Sponsoring a commentator is a 
usiness hazard sure to produce 
xcitement. If the public doesn’t 
ke him, you lose orders, and if 
network doesn’t, you lose the 
mmentator. 


on ok 


After doing a lot of sales and 
arket research for Feigenspan 
id Ballantine beers, E. L. O’Brien 
il now apply the fruits of his 
forts to his new job as sales pro- 
botion and merchandising director 
br Blatz. 
* FF 


Clifton Fadiman and company 
ould like you to know that in 
bite of the fact that their new 
ponsor will be Socony, ‘‘Informa- 
on Please” will not be broadcast 
a mental vacuum. 


- oo 


Atlanta Journal speaking: “But 
agedy came to Godfrey Barnsley, 
id his dream of dynasty never 
ite came true.” 
Yes, yes, go on. 


y. » 


Bourbon stocks in Kentucky 
arehouses are down to 129,000,- 
0 gallons, Allied Liquor Indus- 
les reveals, 

Gee whiz, fellers, that’s only a 
llon apiece, and with Christmas 
ast ahead, too. 
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“Are you planning to help re- 
ld Bustenari?” is the blunt 
leson propounded by World 
roleum, 

Who busted it? 


~~ wo Fy 


Unly 29% of advertising depart- 
ents. WeKinsey & Co. say, “pre- 
Te hes for others.” 
Either corporation presidents are 
lng smarter or more of them 
€ publie relations counselors, 
a 2 

1440 only 25% of all farms 
1 telephones, FCC says. That’s 
S—most people wouldn’t 


life on the farm complete 
1 tractor and a party line 


ee 


[C read 417,281 fewer 
tinuities and 40,276 fewer 


last fiscal year than in | 


The 
getting better or 


aing twelve months. 
either 


~ a 


; 
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Market Experts 
Favor Gradual 


Price Changes 


AMA Members Pallisiacy 
Selves on 1945 _ Gergen: 
Income, Job Lev 


Chicago, Dec. ot 95 | 


mobilization of the armed forces, | 
gradual liftimtg of price 
and gradual removal of manpower 
restrictions received the endorse- 
ment of the qqeioriy of the 500 
economists a marketing execu- 
tives attending the two-day spe- 
cial wartime conference of the 
American Marketing Association 
here this week. 

Turning one of their favorite 
weapons on themselves, the sta- 
tistical and marketing experts took 
part in a public opinion poll that 
produced the following results: 

For gradual demobilization, 80%, 
compared with 20% for rapid de- 
mobilization; for retention of OPA 
ceilings, 77.8%, against 22.2% for 
removal; for gradual removal of 
manpower restrictions, 63%, com- 
pared with 24.1% for rapid re- 
moval and 12.9% for maintenance. 


Favor Tax Cuts 


More than three out of five, or 
62%, urged immediate reduction 
of corporation and excess profits 
taxes in the interest of quicker 
reconversion to a sound civilian 
economy; 20% said that such taxes 
should be entirely eliminated, and 
18% felt that present levels should 
be maintained. 

Nearly half (43%) predicted 
there will be jobs for 50,000,000 
persons next year, while 18% be- 
lieve that the 1945 employment 
level will be nearer 45,000,000. 
On the other hand, 31% think 
55,000,000 will be employed next 
year, and 8% believe the figure 
will approach 60,000,000. 

Guessing on the national income 
for ’45, the largest segment 
(24.5%) estimated it will total 
$150 billion; 22.6% put the figure 
at $140 billion; 15.1% put it at 
less than $120 billion; 11.4% put 
it at $125 to $130 billion; 9.5% 
predicted $165 billion or more; 
9.4% predicted $155 to $165 bil- 
lion; and 7.5% predicted $145 bil- 
lion. 


Lower Income Forecast 


The “safe conclusion that the 
dollar volume of gross national 
product and of consumer income 
will decline to substantially lower 
levels next year” was expressed 
by Dr. J. Frederic Dewhurst, econ- 
omist for the Twentieth Century 
Fund, New York, at the opening 
session of the conference yester- 
day. 

Even if the war with Germany 

(Continued on Page 60) 
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| 000 in 1945 in its continuing campaign for Ethyl gas. 
|and trade magazines, including all leading weekly and monthly pub- | 


Great, Great Grandpa Would Laugh Himself Sick! 


Worse 


= Major U. S. Firms Clear 
~~ Decks for Postwar Action 


Trade Eyes Future 
of Substitute 


Shoe Materials 
Int'l Shoe Leads 


in Promotion of 
Wartime Synthetics 


Chicago, Nov. 30. — Vigorous 
trade promotion of the all-plastic 
shoe and other types of footwear 


; i hich leather substitutes are 
RFC Asks Agencies featured has the shoe trade in a 
e canes e . . we nthetic ube 

fo Bid on Surplus 
Goods Sales Plan 


tutes will continue to be used 
when leather for soles, uppers, 

heels and counters is again in nor- 

mal supply has not yet been an- 

Washington, Nov. 29.—Invita- 

tions have been sent to 36 adver- 
tising agencies, the RFC confirmed 
today, to discuss the handling of a | 
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PROGRAM FOR FUTURE—This is one | 

of the series of 1,200-line newspaper 

ads by which NAM will outline the 

steps necessary to assure a postwar 

“economy of abundance.'' Kenyon & 

Eckhardt is the agency. (Story on 
Page 6.) 


| swered; conservatives who believe 
| that leather will maintain its place 
are as numerous as those who 
foresee a radical change in the 
number and variety of basic mate- 

rials used in postwar shoes. 
International Shoe Company, of 
gigantic sales program for the dis- | St. Louis, largest shoe manufac- 
posal of an undetermined number | turer in the country and probably 
of billions of dollars’ worth of|the largest in the world, startled 
plants and producers’ goods which} the trade at the recent National 
will accrue as the war goes on. | Shoe Fair, held in Chicago, when 
Official invitations went to agen- | it presented not only women’s and 
cies which were selected because | children’s shoes with plastic soles, 
of their size or a previously re-| but also high-style women’s shoes 
corded request for the opportun-|in which plastic materials were 
ity to take part, RFC said, but the|also employed for uppers and 
way remains open for other agen-/| trimmings. Enthusiastic buyers 
cies to enter the competition by| who tried to order these shoes 
contacting W. C. Costello, special| were told that they are still in 
assistant to the RFC board of di-|the experimental stage, but that 


rectors here. |they would probably be offered 
The decision to send the invita- | to the trade a few months hence. 
tions to a previously selected | International, which for many 


(Continued on Page 57) (Continued on Page 58) 


Last Minute News Flashes 


Appoint Swezey Mutual Ass’t General Manager 

New York, Dec. 1.—Robert D. Swezey, formerly counsel and secre- 
tary of the Blue Network, has been appointed vice-president and as- 
sistant general manager of Mutual Broadcasting System. Edgar 
Kobak, who recently became president of Mutual, also assumes the 
duties of general manager. Phillips Carlin, who resigned last month 
as vice-president in charge of program operations for Blue, will join 
Mutual Dec. 11 as vice-president in charge of programs. 


Advertisers Urged to Use ‘Buy by Brand’ Message 
New York, Dec. 1.—Brand Names Research Foundation has written 
to 150 agencies, placing about 85% of national advertising volume, 
asking them to urge their clients to insert “buy by brand” messages 
in their regular campaigns. 
gram 


is John B. Stetson Company in a new magazine campaign 


| through Kenyon & Eckhardt, New York. 


Ethyl Gas Campaign to Top $1,000,000 


New York, Dec. 1.—Ethyl Corporation will spend more than $1,000,- 


lications, will be used. Batten, Barton, Durstine & Osborn is the 


jibes wartime ads. Turn | #2e"¢y. 
to Page 41. Other fea- Starts Drive for Campho-Phenique 


tures: 


| Ad-libbing 12 


icago purveyor of “dis- | Editorials 12) 


Getting Personal 


ng pipes for ladies is | 'nformation for Advertisers 12 | 
oe tealing the stuff of the |!» Washington 38 
. women for whom corn- | Obituaries ies .. 61] 
S have been standard | Photographic Review . 63) 


t for years. 


Copy Cus. 


| Postwar Planning 


| Rough Proofs ay 
| Voice of the Advertiser 36 


St. Louis, Dec. 1—James F. Ballard, Inc., is launching a campaign 
for its Campho-Phenique, through Sherman & Marquette, Chicago, 
using newspapers and coast-to-coast radio. Thomas B. Singleton, 
formerly vice-president in charge of sales and advertising, Murine 


| Company, Chicago, joins the agency as vice-president Jan. 1. 


Burnett Appoints Willem as Research Director 


Chicago, Dec. 1—John M. Willem, who for the past two years has 
been conducting studies of export markets for several Chicago com- 


panies, has joined the Leo Burnett Company, Chicago agency, as re-| 
search director. 


First advertiser to tie in with the pro-| 


Ninety general | 


| Plan Sharp Increases 


| in Advertising and 
| Sales Forces in '45 


By LAWRENCE M. HUGHES 


New York, Nov. 30.— Major 
American advertisers will enter 
1945 convinced that V-E Day will 
come soon and that V-J Day will 
not be too far behind. They are 
making their sales and advertising 
plans accordingly. 

A score of them—in the food, 
drug, automobile, rubber, oil, beer, 
liquor and other  fields—tell Ap- 
VERTISING AGE that they plan gen- 
erally to step up advertising and 
the size of their sales forces, and 
in some cases dealer organizations, 
in 1945. 

In this group, only one company 
—Kellogg—now plans a smaller 
advertising expenditure. On the 
other hand, American Home Foods 
(Clapp’s baby foods, Duff’s mixes, 
G. Washington coffee) will in- 
crease its budget at least 25%; 
R. B. Semler, Inc., (Kreml hair 
tonic), 30%, and Hiram Walker, 
Inc., distiller, 100%. 

A motor car manufacturer will 
expand its sales force 50% and 
dealer organization 20% next year, 
as part of a program to take over 
wholesaler functions and to sell 
dealers direct. American Home 
Foods and California Packing Cor- 
poration (Del Monte foods) will 
increase sales forces by 30%, and 
Hiram Walker by 100%. Califor- 
nia Fruit Growers Exchange (Sun- 
kist) will expand the number of 
its dealers by 50%. 


Asked for ’45 Trends 


Major advertisers were asked to 
indicate their advertising expen- 
diture trend for 1945 as compared 
with actual expenditures in 1944; 
to note in order the types of media 
which they plan chiefly to employ; 
to mention, if any, the new prod- 
ucts they will promote and the 
prewar products on which they 
will resume advertising; their 
plans, if any, to expand sales 
forces and dealer organizations, 
and to what extent; and basic 
changes contemplated in methods 
of distribution. 

Replies were received from 
American Home Foods, California 
Fruit Growers Exchange, Califor- 
nia Packing, Campbell Soup and 
Kellogg in the food field; from 
International Cellucotton, R. B. 
Semler and Sterling Drug, Inc., in 
drug store products; Socony Va- 
cuum and Standard Oil of New 
Jersey, in oil; Goodrich and U. S. 
|Rubber; Ballantine and Pabst, 
brewers; Seagram and Hiram 
Walker, distillers, and from B. T. 


| Babbitt, Inc., cleansers; Parker 
| Pen Company; and a motor car 
manufacturer, who preferred not 


ito be identified. 
Will Reach $2,000,000 


Regardless of whether or not 
Germany is beaten soon, AA was 
told, American Home Foods, a 
subsidiary of American Home 
Products, will boost its expendi- 
ture next year about 25% to 
$2,000,000, with magazines, news- 
papers and spot radio, in that 
order, the media chiefly to be 
scheduled. The company will in- 
|crease advertising on soluble 
coffee, if government restrictions 
are removed, 

California Fruit Growers Ex- 


change plans about the same ex- 
penditure and the same media 
‘business papers, direct mail, farm 
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papers, Magazines, newspapers,|tion restrictions.” The company | about the same as at present, Ster- 


outdoor and transportation adver- 
tising, said Russell Z. Eller, adver- 
tising manager. Some new by- 
products may be introduced. “We 
have not intentionally reduced our 
sales force,” he explained, 
volume 
exceeded prewar levels. Yet we 
have lost personnel to the services, 
and the same is true of our dealer 
merchandising organization. As 
soon as the war ends and the men 
return, these vacancies will be 
filled.” 


California Packing Corporation | 


replies that it is “too early to 
know” about 1945 advertising ex- 
penditures. Media will be maga- 
zines, newspapers, outdoor, spot 
radio and direct mail. A 30% in- 
crease in its sales force is planned. 

Harry F. Jones, advertising 
manager of Campbell Soup Ccm- 
pany, replied that his company 
intends to expand advertising 
“substantially” next year, the 
principal media being network 
radio, magazines, spot radio and 
newspapers. Campbell’s plans for 
promotion of new products are 
“uncertain” and resumption of 
promotion on prewar products 
“depends upon removal of produc- 


“as the | 
of fruit distributed has | 


also will increase its sales force 
“substantially.” 

Kellogg’s advertising course next 
year is hinged directly on an early 
defeat of Germany, an executive 
explained. Present plans call for 
a smaller expenditure in 1945, but 
if V-E Day should occur in the 
next couple of months, Kellogg 
would spend more than in 1944. 
Kellogg’s budget emphasizes, in 
order, network radio, outdoor, 
magazines, newspapers, spot radio, 
farm papers and business papers. 
The sales force will be enlarged, 
but the extent was not indicated. 

International Cellucotton Prod- 
ucts Company (Kleenex, Kotex, 
etc.) plans to expand its sales 
force “slightly above prewar 
strength,” said L. E. Meyer, ad- 
vertising manager, but its adver- 
tising budget will be unchanged. 
Magazines, newspapers and busi- 
ness papers are the _ principal 
media. 

The 30% larger budget of R. B. 
Semler, Inc., will be spent in 
network and spot radio and mag- 
azines, an executive pointed out. 
Semler’s sales force will be stepped 
up 15%. 

With an appropriation for 1945 


ling Drug, Inc., will continue to 
use network radio, magazines, 
newspapers, farm papers and spot 
radio, in that order, reported Har- 
old B. Thomas, vice - president. 
Sterling’s sales force will be ex- 
panded 10%. 


May Boost Total 


Socony Vacuum Oil Company 
now intends to increase advertis- 
ing slightly in 1945, replied Eben 
Griffiths, advertising manager, but 
an early German defeat. would 
push its total up 20% from the 
1944 level. Sponsorship of “Infor- 
mation Please” (AA, Nov. 27) will 
make network radio the biggest 
item in its budget, followed by 
magazines, newspapers, outdoor, 
farm magazines, spot radio and 
business papers. Although Socony 
Vacuum’s sales force probably will 
not be increased, its dealer organ- 
ization will be. 

R. M. Gray, assistant advertis- 
ing and sales promotion manager 
of Standard Oil Company of New 


Jersey, said that this company 1% 


expand its appropriation in 1945 


nor the degree of emphasis o 
media. 


but did not indicate the extentgqpesdea@signature.” 
n 


All major media 
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DVERTISERS in The American‘ 


i 
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network radio (Esso sells only in 
18 eastern and southern states) 
will be used. Some new products 
may be promoted. 

F. T. Tucker, advertising di- 
rector of B. F. Goodrich Company, 
explained that “as our wartime 
advertising budget is on a quar- 
terly basis, and our plans beyond 
the first quarter of 1945 are not 
a," he could not reply in de- 
tail. 

On the other hand, C. J. Durban, 
assistant advertising director of 
United States Rubber Company, 
said that ‘“‘we plan about the same 
or possibly a little more advertis- 
ing in 1945, but there will be more 
product and less institutional ad- 
vertising. If the paper shortage 
eases up, which does not seem in 
sight even if the war ends, we 
will undoubtedly do more adver- 
tising in 1945 than at present is 
planned.” 


Plans New Products 


U. S. Rubber, he continued, is 
“using all media, but spot radio 
ang ect mail are largely carried 
On rough our dealers and with 
This company 
is planning to promote new prod- 

S, would not specify them, 


i: 


Automobile and EK] Automovil Americana, 
are using the ‘transitional theme’ too, in 
their current sales messages to the trade 
abroad. They are going from war theme 


copy to product copy. 


But most important they are keeping 
contact with the automotive trade abroad 
in the most direct and most economical 
way through advertising in The American 
Automobile and El Automovil Ameri- 


cano. 


And when the green light is given to 
automotive exports, these manufacturer- 
advertisers in The American Automobile 
and El Automovil Americano will have 
the jump on their competitors. 


Right now, 207 manufacturers are adver- 
tising in The American Automobile and 
Kl Automovil Americano—the only spe- 
cialized automotive publications published 
in this country and circulating through- 
out the world to paid subscribers in all 
sections of the trade — wholesale, retail 


and service. 


In the meantime, our Trade Counsellor 
Staff is helping these manufacturers line 
up sales distribution, etc. We would like 


to cooperate with you. 


If you haven’t already requested a copy 


of the eighty page booklet “Overseas 
Automotive Markets,” ask for your free 


copy. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


Th Mtomabile 
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INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


FARMACEUTICO 


published monthly in Span 
ish circulates to the Latin ish, 
American industrial and en 
gineering, governmental and 
ing paid subscriber and 


published monthly 
circulates to the 
American 
engineering. 


scriber readers 


in Span published 
Latin lish and 
constructior ind paid 
governmental the automotive 
paid = sub transport fi 


circul 


importing 


monthly 
ating on a lish and 
subscription 


Africa, Europe and Oceania. 


in Eng 
circulating on 
subscription basis 


automotive 


basis to paid 
trade and the 
eld in Asia, 
America. 


published monthly in Span- 


trade and 
transport field in Latin 


published monthly in Span- 
circulating on a 
basis to 


a ish ind 
‘o paid subscription 
the drug trade and health 
field in Latin America. 


Advertising Age, Decemb, 


of Hiram Walker, Inc., for 194 


president, will go into newspaper 
magazines, outdoor, business p 


Walker also plans to double i 
sales force. 


many will be defeated within § 


expand advertising next year, sai 
Robert Brenner, advertising mar 
ager. 
network radio, followed by sp 
radio and newspapers. 


resumed, 
tions are removed. 


ager, 
Company will step up advertisin 
“considerably” 
magazines, 
newspapers: being scheduled, an 
will 
one-third, 
dealer organization. 


Seasonwein to Bart 
leased from the Army air force 
has been named account execullv 


with Stuart Bart Advertising, Nev 
York. 


Mohawk Ups Belknap 


hawk Carpet Mills, 
N. Y., since 1928, and most lf 


appointed assistant gen‘ 
manager. 


and will “resume adver 
our prewar products if it 
again possible to ma) 
them. We hope that in 
12 months, possibly one ; 
all our advertised traden 
be back on the market. 
Rubber is one of the fe. . 
thr. th | 


panies which sells 
types of retail outlets. & 53). 
of several of its divisio».,) 


forces is now under ws 
basic changes in 4d} 

methods are planned, but ., Ww 
conditions can possibly »lter , 
planning in this regard,” |». p, 
ban said. 

Although P. Ballantine ¢ So 
is now planning some increase 
advertising, an early victory ov 
Germany would boost this by 15 
an executive said. Expansion ») 
is planned in sales force » 
dealer organization—although 4 
extent was not indicated. Balla 
tine’s budget goes chiefly ; 
magazines, network radio, new 
papers and outdoor. 

Pabst Sales Company inten 
neither to alter the size of its af 
vertising budget or of its gq] 
force. Its media—in this order 
will be network radio, outdo 
magazines and newspapers, 


Uncertain of Trend 


George E. Mosley, advertisi 
manager of Seagram Distille 
Corporation, said that he did nf 
know yet the 1945 expendityy 
trend. Magazines, newspape 
outdoor and business papers wi 
be scheduled. 

The doubled advertising budgf 


reported Carleton Healy, viecé 


pers and direct mail. Hira 


On the assumption that Ge 


months, B. T. Babbitt, Inc., wi 


Principal medium will | 


Adverti 
ing on prewar products may | 
if government restrig 


J. N. Black, general sales mat 
replied that Parker Pe 


next year, wit 
network radio an 
increase its sales force 0 
and also expand if 


Sy Seasonwein, recently ' 


William H. Belknap, with Mo 
Amsterda! 


cently district manager for \é 
York and New England, has be¢ 


1 sal@ 


Now Is The Time To Put Pressure On! 
Home Front Campaign. 
Into Every Piece O 


Put A War Mes 


Printed Matter 
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Reconversion of the Plumbing, Heating and Air 


Conditioning Industry is an Accomplished 


ee ee Spot authorizations for the resumption of production of selected civilian items . . . accel- 


shown here and re- 
ceived by DOMESTIC 


ciceamhinies & des erated production of equipment for the Fuel Conservation program . . . continued produc- 


apps ba tion for repairs, maintenance and essential war work .. . these three factors have combined 
recent nation-wide to make possible now the statement that reconversion is here for the Plumbing, Heating 
competition. This 

class aos division was and Air Conditioning industry. 

for entries competing 

2 alrite No longer is the number one problem that of how to get materials and when will we get 


on one theme on a production. Now it is a problem of where to direct sales and how to obtain distribution. 


definite objective ap- 

For the past 55 years DOMESTIC ENGINEERING MAGAZINE and DOMESTIC ENGI- 
NEERING CATALOG DIRECTORY have been the answer to the sales and distribution 
requirements of manufacturers with products for the Plumbing, Heating and Air Condition- 
ing industry. Today, in addition, DOMESTIC ENGINEERING MAGAZINE and DOMESTIC 
ENGINEERING CATALOG DIRECTORY are the answer to the problems of manufacturers 
with contemplated products for this industry. Write for full details. 


pearing in a series of 


issues. 


RECONVERSION STARTS WITH 
YOUR CATALOG 


DOMESTIC ENGINEERING CATALOG DIRECTORY 
is the only complete, centralized source of product in- 
formation in the Plumbing, Heating and Air Conditioning 
industry. Basic circulation covers the buyers and speci- 


fiers in this field. Additional coverage for the duration 
includes Navy Yards, Ordnance Plants, Ship Yards, In- 


dustrial Plants, etc. 


WRITE FOR YOUR COPY OF THE NEW 
“TELL US HOW...” BOOKLET. 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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WJZ Bans Station 
Breaks 8-10 P.M. 


New York, Nov. 30.—WJZ, New 
York, is advising advertisers who 
announcements 
between 8 and 10 p. m., that this | 
business is no longer acceptable to| nouncement by Harry Bannister, | Federation of Labor of a depart- 
must | manager of WWJ, Detroit, that|ment of “consumer cooperation” 
The usual/|‘‘only live copy spot announce- |} with a full-time executive and the 
two weeks’ notice will be given by | ments” will be accepted by the | necessary staff was recommended 
advertiser wishing 


use station break 
the station, and sponsors 
vacate these periods. 


WJZ to any 
that period of grace. 


| hours are exempt from the ban. 


Only spon- | tion of the industry to the ban ap-| council at the federation’s annual 
sors using time signals in those | pears on Page 26). | 


1a¢ 


| The recommendation, contained 

Consumer Co-op in a 2,000-word report on “con- 

Blue Network outlet, said that at "a ae sumer cooperation” made by the 

all other times during daytime and Division Planned council, further urged that there 

evening hours, commercial station . be “close collaboration between 

breaks will be reviewed to meet at AFL Meeting the AFofL and the Cooperative 
the station’s new policy, which is 

now being set up. Nov. 30.—Estab- 

WJZ’s action follows the American 


John McNeil, manager of WJZ, 


bers of local unions should be 
trained—through the Cooperative 
League —to develop cooperative 
organizations, and that buying 
clubs should be organized and ex- 
panded into stores managed by 
trained supervisors. 

Elmer E. Milliman, president of 
the Brotherhood of Maintenance 


New Orleans, 
the an-|lishment within 


(Reac- last week by the AFofL executive 


station after Feb. 1, 1945. 


convention in session here. 


Where the Jerseys 


speak only to Guernseys 


Of the FIRST FOUR 
General Magazines 
ONE 


covers the rural market 


FARM 
JOURNAL 
Farmers Wife 


Oh, no, Aunt Hester, a cow isn’t just a cow any more. This is the day 
of pedigreed aristocracy on dairy farms. Why, every breed has its own 
Cow Social Register—its members just have to be well bred. Your 
ignorance is a discourtesy to Jersey Belle and Guernsey Queen. Really, 
you should read Farm JouRNAL oftener. Its diversity of practical farm 
information and new ideas includes much that is helpful to the dairy 
farmer. Among Farm JOURNAL’S 2,500,000 subscribers are most of the 
country’s up-and-doing milk and butter producers. 


e 2© ee e@ 
Farm JOURNAL is as much a part of the farm family’s interests as the 


rural mail box. Its editorial range touches every phase of rural life— 
helpful information, legislative news, entertaining articles, stories. 


And it all comes fresh and new—complete reporting service, alert 
editing, fast printing—only four days from writer to reader—that’s 
timeliness that has real value in the farming business. Also to adver- 


tisers in America’s largest rural magazine. 


GRAHAM PATTERSON, Publisher 


Washington Square, PHILADELPHIA 5 


League of the U.S.A.,” that mem- | 


Advertising Age, December 4 1944 


|of Way Employes, and leacoy , 
the group behind the reco; 
dations, declared that the © por 
|is “now ready to go” and tha 
|administrative machinery w))| jy 
developed to “insure agains: th, 
mistakes made years ago whe 
organized labor tried to develo, 
‘labor’ cooperatives rather tha, 
consumer cooperatives emb; acing 
consumers from all ranks of gp. 
ciety.” 

Close collaboration between the 
AFofL and the Cooperative League 
was described in the report as jm. 
perative to “build up buying 
power and thus create jobs, 4 
stabilize employment and prevey; 
price profiteering.” q 


ASKS FM OUTLETS 


Washington, Nov. 30.— Acting 
quickly on the recommendation o 
the CIO’s national publicity qj. 
rector, the United Automobile 
Workers filed an application with 
the FCC today for FM outlets jp 
six major markets. 

The union’s action came a few 
days after Len DeCaux, CIO pub. 
licity director, told the union’s 


nen. 


Chicago convention § that loca] 
chapters of CIO unions should 
immediately survey their locaj 


areas with a view to preparing 
applications for stations. 

CIO President Philip Murray 
demonstrated his interest in union 
entry into FM radio by arguing 
in his annual report that “early 
steps for licenses for public service 
will help to prevent the monopo- 
lizing of the field by wealthy busi- 
ness interests.” 

In its applications to the Com. 
mission today, UAW asked sta- 
tions in Detroit, Flint, Chicago, 
Cleveland, Los Angeles and Ney- 
ark. 


Fuller Leaves Tyson 


to Join Rea Agency 

Charles A. Fulley Jr., account 
| executive with O. S. Tyson & Co, 
New York, has resigned from that 
agency to join 
William Rea, 
Advertis- 
ing, New York, 
as a partner in 
the company, 

The agenc 
name _ will bk 
changed to Rea, 
Fuller & (0, 
under the new 
partnership and 
offices will b& 
moved on Dec 
15 to larger 
| quarters at 150 Nassau St., Ne 
York 7. 


Hamilton Adds V. P.s; 
Moves Offices 


A. L. Salisbury and R. D. Cu 
ningham Jr. have joined Hamilton 
Advertising Agency, Chicago, % 
vice-presidents. 
| Mr. Salisbury 
has long been 
connected with 
the agency and 
merchan- 
dising fields 
and has worked 
on several large 
accounts, in- 
cluding Stude- 
baker, Fire- 
stone, Ford and 
Glenmore Dis- 
tilleries. Mr. 
Cunningham has been owner @! 
operator of the Cunningham Com 
pany, Chicago agency, for &6 
| years, specializing in financ'a! @! 
| insurance accounts. 


Charles Fuller 


A. L. Salisbury 


The agency has moved it. offi 
from 180 N. Michigan 
larger space in the Lis 
Wacker building. 

eS eg 


A FACT 


@ The “postwar” building ™‘- 
ket is STARTING TopaAy. 


@ Architects are up to * if 
eyes in work. 


MORAL—to pre-sell ac ve 
| architects, use 


Pencil Poin‘s 


The Magazine of . J 
Progressive Architecture nd ‘at 
| howe ee 
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- Joseph Lister directing use of carbolic acid spray in one of the earliest “antiseptic” surgical operations. Spray later 
— was discarded in favor of washing the wound, hands, instruments, etc., with carbolic acid. 


| Through READING he found _ 
(S~%. the clue that saved MILLION S 


. a4 ; 7 
Ue. % Have you read any of the _ been called by Dr. Logan Clendening, “one of the ten... art. . . literature . . . history . . . religion. Reading about 


: papers of this crazy Frenchman?” _ greatest in the history of the world.” people . . . their hopes, fears, struggles . . . their heartbreaks 
and laughter . . . their disappointments, tragedies, triumphs 
The speaker was an elderly ' P ... the whole crowded story of the brave and foolish and 
Scotch chemist. The person addres- For young Joseph Lister, reading opened new vistas... tender things they do. 
sed was a young Glasgow surgeon, — horizons of the mind, to him, as to other world leaders, These inspiring stories of history in the making are 
Joseph Lister. The year was 1865. it brought discovery, accomplishment, success. brought regularly by The American Weekly into more than 
a ‘ ‘1 , For nothing can take the place of reading. When you read, _—7,750,000 homes from coast to coast. Distributed through 
OSS Gays Oa Cperasen —_—a _— ee you set the pace... go fast or slow... stop and think... 20 great Sunday newspapers, it exerts a direct and power- 
Forty-five per cent of all amputation cases died. This go back and read again. In no other way can ideas be absorbed _ ful influence upon America’s largest single reading group. 
a high mortality worried Lister, and he had long been _so completely and clearly. wtho-can deubs that the manefunsarer who cnseciates his pred- 
a searching for its cause. Reading of exciting scope and abundance is provided uct with such an influence is making use of the greatest force in 
Salle: Lister read Pasteur end a whole acw woeld regularly by The American Weekly. Reading about science advertising? 
ail opened before his eyes. Germs? Ferments? Minute or- 


ganisms everywhere? Perhaps, at last, here was the 
answer to the problem! 


He began to experiment. He washed wounds, hands 0 
if and instruments with carbolic acid, to kill the germs. = \ Pers 
Then he waited breathlessly to observe the results. \ Pe gek ie’. \ in a World 
* . . . ‘ an | 


rif The dreaded gangrenous infection failed to occur! 


Thus, through reading, Lister was led to the dis- 
covery of ‘“‘antisepsis,” which virtually eliminated the 
deadly threat of infection; not only in surgery but in 
wounds, cuts and abrasions . . . a discovery which has 


MAIN OFFICE: 939 EIGHTH AVENUE NEW YORK 19, N.Y. 


BRANCH OFFICES: § Winthrop Sq, Boston 10 + Arcade Bldg, St. Lowis 1 + Hearst Bldg., Chicago6 + 101 Marietta St., Atlanta 3 
Hanna Bidg., Cleveland 15 + General Motors Bidg., Detroit 2 + Eidison Bidg., Los Angeles 13 + Hearst Bidg., San Prancisce 3 
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NLRB Blocks 
Petrillo Action 
Against Stations 


Washington, Nov. 30. — Music 
czar James Caesar Petrillo suffered 
his first rebuff from a government 
agency last week when the Na- 
tional Labor Relations Board 
turned down an AFM effort to 
control turntable operators in NBC 
and Blue Network outlets. 

Applicable only to stations 
which had previous union com- 
mitments for its platter turners, 
the decision held that historical 
circumstances should determine 
the jurisdictional question. On the 
record of the case, the board found 
that the National Association of 
Broadcast Engineers, and Techni- 
cians (NABET) was the author- 
ized employe bargaining unit. 

The board rejected the. AFM 
claim that precedent should be set 
aside because technical or musical | 
skill is required in turning records. 
Significantly, however, in ruling} 
against Petrillo, it did not decide | 
the jurisdictional issue in Chicago, | 
where no previous arrangements | 


a 


|had been in force. A second gov- 


ernment action against Petrillo 


| was seen this week when the Sen- 


ate commerce committee reported 
a bill by Senator Vandenberg 
which would prohibit unions from 
interfering with non-commercial 
broadcasts of an educational or 
cultural nature. The bill was de- 
signed to prevent incidents similar 
to one of two summers ago when 
the AFM interfered with a broad- 
cast by an orchestra composed of 
school children at the Interlocken 
music festival. 


R&R Gets Pepsodent 


Account in Canada 
Spitzer & Mills, Toronto, has re- 
signed the Canadian Pepsodent ac- 
count effective immediately and it 
will be handled in the future by 
Ruthrauff & Ryan, Toronto. 
Foote, Cone & Belding, Chicago, 
continues to handle the Pepsodent 
account in the United States. 


McDonald Named 

Roy M. McDonald & Co., San 
Francisco, has been appointed 
Pacific Coast advertising repre- 
sentative for Electrical Manufac- 
turing, New York. 


Chevrolet Names Fish 


Assistant Sales Head 


W. E. Fish has been appointed 
|assistant general sales manager of 
Chevrolet Motor division of Gen- 
eral Motors, in 
charge of all 
truck and com- 
mercial vehicle 


sales. 
' Mr. Fish had 
been manager 


et 


a—Aa 


W. E. Fish 


of Chevrolet’s 
central office 
truck depart- 
ment since 1933. 
During this 
time the divi- 
sion has been 
in top position 
in the industry in eight out of ten 
years of normal business activity. 
He first joined the company as a 
city truck manager in the Pitts- 
burgh branch. 


KEEW Joins Blue 


KEEW, Brownsville, Tex., oper- 
ating on 250 watts, 1490 kc., on 
Nov. 27 joined the Blue Network 
as a supplementary station to the 
southwestern group. 


does it-in Philadelphia 


One rich market plus one newspaper equals 


effective, economical advertising coverage. And 


that’s the way it goes in America’s third largest 


market, Philadelphia — where The Evening 


Bulletin reaches nearly 4 out of every 5 


families. In fact, Bulletin circulation has led 


in Philadelphia for 39 consecutive years — 


today holds the nation’s record for size of 
evening circulation. Over 600,000! 


In Philadelphia—nearly everybody reads The Bulletin 


NAM Will Plug 
Job Building 
Six-Point Plan 


(Picture on Page 1) 

New York, Nov. 30.—In a con- 
sistent, coast-to-coast newspaper 
campaign, starting Dec. 11 (AA, 
Nov. 27), and in an over-all pub-. 
lic relations program, National As- 
sociation of Manufacturers will 
seek public support of a six-point 
program of business action to as- 
sure postwar jobs and higher liv- 
ing standards. 

The six points, as announced 
by Walter B. Weisenburger, ex- 
ecutive vice-president, are: 

“1. Offering better values for 
consumers by improving produc- 
tion and _ distribution methods, 
which will make available more 
and better goods and will stimu- 
late employment. 

“2. Insistence upon full and 
free competition to reduce prices 
and to encourage the establishment 
of new enterprises, again stimu- 
lating increased employment. 

“3. Bold investment of 
capital to back new enterprises 
and expand production, which will 
also make more jobs. 


Fair Wage Levels 


“4. Adherence to wage policies 
which give workers a fair re- 
ward for work accomplished. 

“5. Providing better tools and 
improved working conditions as 
an aid to higher production and 
fatter pay envelopes for individual 
workers. 

“6. Keeping open all possible 


|individual worker, 


Advertising Age, December 4, igq, 


risk | 


advancement opportunities for the | 
to encourage | 


initiative and greater production | 


| by assuring that such personal ef- | 


ifort on the part of workers will 
| be rewarded.” 

| The 12,000 member companies 
|of NAM, he explained, employ 
|75% of all wage earners in manu- 
|facturing industry, and produce 
more than 85% of the materials 
|and munitions for war. “These 
| 12,000 business leaders are con- 
| vinced that America’s vast war- 
the greatest peacetime prosperity 
|the world has ever known,” he 
said. “NAM’s six-point program 
‘can translate that belief into ac- 
| tion with public backing and con- 
| fidence.” 

| Ways and means of developing 
'the program will be discussed by 
4,000 executives at the associa- 
|tion’s War and _ Reconversion 
Congress 
|in New York Dec. 6-9. 


‘Ottinger Takes Over 
‘New ANPA Post 


| John C. Ottinger Jr., who has 
been a member of the promotion 
copy staff of the Bureau of Adver- 
tising, Ameri- 
can Newspa- 
| per Publishers 
|\Associa- 
tion, has taken 
| over his duties 
as assistant 
Pte mo -« 
tion manager 
of the Bureau, 
a newly - cre- 


\ 

ated post. { 
Mr. Ottin- 

ger, prior to J. C. Ottinger Jr. 

his association 

with the Bureau, was promotion 


manager of Food Field Reporter 
and Drug Trade News. 


time capacity can be used to build | 


of American Industry, | 


Heavy Response 
Assures Bureau 
Expansion Plan 


New York, Nov. 30.—Expa))sio, 
of the budget of the Bure, ,; 
Advertising, ANPA, from the 
present $400,000 to $1,000 099 
effective next March 1, is prom, 
ised by responses of daily news. 
paper publishers in the first foy, 
weeks since the plan was ap. 
nounced to them, said Irwin Maier 
publisher of the Milwaukee Joy. 
nal, general chairman of the By. 
reau’s expansion committee. 

“More than 40% of the member. 
ship had replied to the first mail. 
ing by Nov. 22,” Mr. Maier ex. 
plained, “with 93% of these ae. 
cepting, without qualifications, the 
details outlined, and a surprising 
number of new members coming 
into the Bureau family.” 

The expansion plan (AA, No, 
13) calls for establishing a sales 
committee and a retail advertising 
department, and would expand 
the Bureau’s research and prompo- 
tion work. Letters from severa] 
newspaper executives _ stressed 
especially the retail department 


il of 


ALBANY 


PRESENTING 


Albany and its A B C Market Area 
Population — 543,819 
Families — 154,608 

Retail Sales — $270,585,000 


AND 


one of the outstanding retail stores serv- 
ing the Market. 
(Sixth KEYHOLE CLOSE-UP of 


Business Firms) 


Albany 


| STANDARD FURNITURE CO.—Albanys 


| 


Continue Pulpwood Drive | 


The war activities committee of 


the Pulpwood Consuming Indus- | 


tries has decided to continue its 
campaign in 1945, through C. L. 
Miller Company, to stimulate 


pulpwood production. The cam- 


paign will run in 825 newspapers | 


in 23 pulpwood producing states, 
on an annual basis for production 
and space of about $300,000. 


Randy Mebane to CBS 


Randy Mebane, former assistant 


to Irwin Robinson, public relations | 


director of the War Advertising 
Council, has joined the program 
promotion division of CBS. 


largest furniture store directed by Wi: 
liam J. Feinberg, whose family has owned 
and operated this business for three 
generations. Alert and progressive, this 


store in concentrating on plans for post 
war development and expansion. Their 
merchandise appeals to families ‘> wide 


range of income groups. Their eavertis 
ing appeal is planned to match. !n 194 
their advertising was carried exc\usively 


by the ALBANY TIMES - UNION daily 
and Sunday. 


Daily or Sunday, the TIMES-\NION 
leads in Furniture linage by a wide 
gin. These advertisers know that wome 
who cast the deciding vote in the pu’ 
chase of furniture can best be © ache? 
through the pages of the A BAN’ 
TIMES-UNION. 


Experience has taught them tht ¢hs 
paper provides 
* COVERAGE 
* ACCEPTANCE 
* ECONOMY 


QWHbany 


mes-Unic 


DAILY and SUNDAY 
A HEARST NEWSPA! -8 
Represented National, 


HEARST 
ADVERTISING SERVICE 


SULTS 
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“THE HEARST PAPERS are 


opposed to Communism, Fascism 


or any other form of despotism.”? 


HE above is from an editorial writ- 

ten by William Randolph Hearst 
on April 21, 1935, on the policy of the 
Hearst papers. 


Nine years ago Mr. Hearst saw in 
that pronouncement on Hearst news- 
paper policy the twin menaces that 
hung over the people of the United 
States. 


In Communism he saw the utter 
destruction of all free enterprise, all 
personal liberties and the dry-rot of 


industrial, social and political life. 


QVM as th 


In Fascism he saw the blood-brother 


of Communism. 


Communism, Fascism and State 
Socialism of any kind are forms of 


business, mental and social paralysis. 


The Hearst papers continue to 
oppose all isms that are destructive 
of the country’s free development. 
They continue to fight vigorously for 


American institutions and ideals. 


And that is why the Hearst papers 
are good papers for our readers and 


good papers for our advertisers. 


THE HEARST NEWSPAPERS 
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NAB Statt Works 
Out Details of 
Its New Bureau 


Washington, Nov. 29. — Rushing 
to get the proposed Broadcast 
Measurement Bureau started be- 
fore the winter NAB district meet- 
ings, the association’s staff met 
here last weekend to work out 
by-laws and articles of incorpora- 
tion for the cooperative NAB- 
Four A’s-ANA project. 


Results of last weekend’s NAB} 


staff work, largely of a technical 
nature, will be presented to the 
other organizations at a meeting 
which may be held in New York 
next week, preparatory to the 
selection of a managing director, 
director of research and director 
of information for the bureau. 
Equipped with funds for its pre- 
liminary work, the BMB must 
select, as one of its first acts, a 
representative to attend the NAB 
district meetings to explain the 
plan to broadcasters. The selec- 


Once set up, BMB is expected 
to send “task forces” to the vari- 
ous NAB meetings, headed by 
| someone who can explain the im- 
portance of the program in terms 
of the broadcaster’s problems, 
Also on hand will be a research 
expert, and others who can de- 
scribe details of BMB operations. 
The NAB sales manager commit- 
tee, headed by Arthur Hull Hayes 
of WABC, New York, is also ex- 
pected to play a major part in ex- 
plaining the project to the broad- 
casters. 


Falstaff Names Jessen 
Advertising Manager 


Harold J. Jessen has been ap- 
pointed advertising manager of 
Falstaff Brewing Corporation, St. 
Louis, succeeding Harvey Beffa, 
first vice-president, who will de- 
| vote full time to production, new 
| plant construction and postwar 
| planning. 
| Mr. Jessen joined Falstaff sev- 
|eral months ago, coming from 
|Quaker Oats Company, Chicago, 


tion will probably be made from! where he had been in the adver- 


the ranks 
themselves. 


of the broadcasters 


'tising and sales promotion depart- 
| ments. 


New Agency Plans 
World-Wide Service 


Pettingell & Fenton, New York, 
and Dorland International of New 


York, Paris and London, have 
merged into one company, with 
headquarters at 247. Park Ave., 


and postwar plans call for 44 for- 
eign offices. Calling itself Dorland 
International-Pettingell & Fenton, 
the new agency is organized to 
give its accounts service both here 
and abroad. 

Executives are Howard S. Had- 


den, chairman of the board, a 
position he formerly held with 
Dorland; Atherton Pettingell, 


president; Fleur Fenton and Wal- 
ter S. Haas, executive vice-presi- 
dents; Charles B. Strauss and 
Arthur F. Connolly, vice-presi- 
dents; Esther K. Fagan, treasurer, 
and Mary Zales, secretary. 


Odorono Appoints 


Northam Warren Corporation, 
Stamford, Conn., has appointed 
Abbott Kimball Company, 
York, to handle advertising of its 
Odorono liquid and cream deodor- 
ants. 


Retailers to Sell 
General Mills’ 


New Appliances 
Chicago, Nov. 30.—Details of 
plans of General Mills, Inc., to 


begin marketing of electrical home 
appliances after the war were re- 
vealed by R. E. Imhoff, general 
sales manager, home appliance 
department, in a talk at the war- 
time conference of the American 
Marketing Association here today. 
That the company would enter the 
appliance field was announced last 
summer (AA, June 26). 

The appliance business is to be 
decentralized and self-sustaining, 
Mr. Imhoff said, adding that the 
company will break into the field 
not primarily to provide premiums 
for the promotion of its food prod- 
ucts, but, as previously announced, 
to make better use of facilities 
long used by GM in making its 
own processing and packaging 
machinery. 


New | 


He said General Mills, after ex- 
tensive market testing, has decided 
to distribute its appliances through 
|established distributor-retail chan- 


EXTRUDED PLASTICS 


’,.. decaude 
we kuow...” 


ODERN 


. the only ABC plastics paper 
. the authority on the subject 
. the established institution in its field 


LASTICS 


. one of America’s great industrial publications! 


MAGAZIN 


Chicago ° 


INCORPORATED 


NEW CANAAN AVENUE 
NORWALK, CONN. 


TELEPHONE 6-25709 


"Since the early days of 


1929, I have looked 


upon 


Modern Plastics Magazine as 


the authoritative mouthpiece 


of the plastics industry. 


Quite naturally, 
our company has, 


incorporation, been 


therefore, 


since its 


an ad- 


vertiser in Modern Plastics 


because we know that your 


magazine is thoroughly read 


by leaders of industry 


throughout the country." 


Chan 6 heft 


CHARLES SLAUGHTER, President 
EXTRUDED PLASTICS, INC. 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 17, N. Y. 
Cleveland « Los Angeles 


Washington « 


MEMBER AUDIT BUREAU 


INC. 


OF CIRCULATIONS 


Advertising Age, December 


nels. Analyzing available re, 
outlets, he said about 20% e 
do about 75 to 80% of th 
ness. 

An analysis of distribu ors 
small home electrical ap; jap 
indicates, he said, that m« 


appliances were sold by d ‘trib 
tors which market such maj 
appliances as_ refrigerat< an 
ranges, and that those ma: keto» 
dealer franchises for the maj; 


items resulted in little e: 
sell the minor items at ot! 
franchise stores. 

“We have got to dy 
wholesale distribution in 
larger trading areas in | ’ 
have product and promoti 
play in enough retail outlets,” } 
said. “Therefore, our policy js , 
have enough distributors, calli 
on enough different dealers, to jy 
sure maximum retail distributioy 


Retail Federation 


’ . 

Drops ‘45 Convention 

Conforming with the request 
ODT and other government ager 
cies, the American Retail Feder, 
tion announced last week that jt 
annual convention would not 
held next January. Walter Mo; 
row, ARF president, said the asso 
ciation felt it was “patriotic and 
proper” to give the families 9 
servicemen and convalescents thé 
first call on hotel and transports 
tion facilities. 


Lenby Agency Moves 


Offices of Sidney K. Lenby, Ad 
vertising, Chicago, have be 
moved from 612 N. Michigan Ave 
to 168 N. Michigan Ave. Ney 
telephone number is Andover 1533 


Trim Size Changed 


Effective with the Janua 
/1945, issue, Arizona Bevera 
| Journal, Phoenix, will decrease it 
| trim size to 8%”x11”. Type « 
advertising pages will be 7’x\l(" 
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Post-War Market No. 1 
IS IN THE HOME 


HAT’S where you will have to sell those new 


post-war products—in the home! That’s where 


plans are made for the purchase of that new car 


... automatic heating. . . an added bath. . . mod- 
ernized kitchen ... new laundry equipment .. . air 
conditioning . . . a new home . . . new appliances. 


Whatever your product, if it is for the home, Mil- 
waukee is a particularly advantageous market. 
This area leads the nation in home ownership, ac- 
cording to census statistics by states. Milwaukee 
also leads all cities of its size, and practically all 
larger cities, in the quality of its homes—in the pro- 


portion valued at $5,000 or more. 


Moreover, Milwaukee has a newspaper which fits 
into this home interest and simplifies the job of 
selling to Milwaukee homes—a newspaper which 
reaches a greater proportion of its families than 


any other single newspaper in any city over 500,000. 


More than 9 out of 10 families read ‘The Milwaukee 
Journal regularly. It is carrier delivered to five 
times as many ABC City Zone homes as any other 
newspaper! Reaches more families in this area than 


any dozen magazines combined! 


If you sell a home product, Milwaukee’s family 


newspaper should be in your advertising plans. 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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418 SO. MARKET STREET, CHICAGO 7, WABASH 3304 


Western Electric 
Cuts Hearing Aid 
Price: Names B&B 


New York, Nov. 28.—Western 
Electric Company has appointed 
Benton & Bowles to handle hear- 
ing-aid advertising, and will in- 
troduce soon a new hearing aid, 
probably priced at under $100, in 
a national campaign in magazines, 
farm publications and cooperative 
advertising with its 160 dealers in 
newspapers. Graybar Electric 
Company, is national distributor. 
Charles W. Hoyt Company former- 
ly had this account. 

Although the campaign is ex- 
pected to be the largest in several 
years for a Western Electric hear- 
ing aid, it was said, the appropri- 
ation has not been determined and 
schedules will depend on ability 
to get space. The instrument, a 
three-tube model, is reported to 
be within 2% as efficient as the 
company’s present $115 instru- 
ment, and to be smaller and lighter 
in weight. It will be announced 
to dealers in about 30 days and 
will be offered to the public in 


January, 1945. 

Due partly to competition from 
Zenith Radio Corporation, with a 
$40 instrument introduced last fall 
in a large-scale, intensive adver- 
tising campaign, Western Electric 
cut the list price of its present in- 
strument on Aug. 1 from $168 to 
$115, both plus $10 for individu- 
ally-molded earpiece. 


Sonotone Holds Prices 


The new instrument, Model 63, 
is Western Electric’s first in three 
years. Throughout this period the 
company’s hearing aid advertising 
has been primarily dealer cooper- 
ative in newspapers. 

Dictograph Sales Corporation 
recently began a national cam- 
paign, through Ruthrauff & Ryan, 
on three new vacuum tube models 
of its Acousticon hearing aid, at 
prices starting at $79.50 (AA, 
Nov. 6). 

Sonotone Corporation, which for 
some years prior to Zenith’s debut, 
had the largest sales volume in 
this field, informs ADVERTISING 
AGE that its prices will continue 
in the $165-$185 price range. 
Sonotone does not make “new” 
models, it was explained, but in- 
corporates improvements in pres- 
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OF MANY ADVERTISING-SELLING PLANS 


a. is always the problem of telling 
>» customers and prospects where to find 
your local outlets. This is important now when 
customers need service, and after the war 


when they will want to buy new products. 
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Arrange to have your dealers listed, un- 


der your trade mark, in the Classified 


section of selected telephone directories, 


where you have distribution. This mer- 


chandising tie-up will be appreciated by 


your dealer organization, also by your cus- 


tomers and prospects. 


Full information about this Trade Mark 
Service, a way of identifiying your dealers 
in local markets, may be found in Standard 
Rate and Data, General Magazine Section, 
under “Telephone Directories.” Or call the 


Business Office of your tele- 


phone company. 
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Now Offered by World's Oldest Electrical Heorin: 4 
Manufacturer, with 3 Superb Vacuum Tube mM 
AT NEW LOW PRICES! 
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ACOUSTICON 


Conversation Meer 


LOWER PRICE — Dictograph Sales 

Corp. is using copy like this to promote 

its new model Acousticon hearing aids, 
starting, at $79.50. 


ent models. Sonotone’s advertis- 
ing program, through Lloyd, 
Chester & Dillingham, has not 
been determined. Its 1944 expen- 
diture was about $400,000. 


Electrolux Staris 
Filling Orders 
for Cleaners 


New York, Nov. 29.—Electrolux 
Corporation is now making deliy- 
ery on a limited number of “pref- 
erential contract” orders for va- 
cuum cleaners. 

Under a WPB spot reconversion 
order, the company is using a 
Manhattan factory building staffed 
in large measure by women work- 
ers to produce the cleaners. The 
home plant at Old Greenwich, 
Conn., is engaged 100% in war 
work. 

The company has maintained a 
service organization since the out- 
break of the war. Early this year 
salesmen started taking “preferen- 
tial contract” orders for delayed 
delivery. A few days ago a “re- 
lease for sale” authorization from 
WPB enabled Electrolux to start 
filling the orders. 

In line with company policy, no 
advertising is planned. 


Marlin Resumes 
Sports Gun Ads 


Marlin Firearms Company, New 
Haven, Conn., is advertising hunt- 
ing rifles and other sports guns 
for the first time since 1941, fol- 
lowing the recent WPB order 
authorizing allocation of steel t0 
firearms manufacturers. 

Copy featuring Marlin 225, 
.30-30’s and other light guns 1s 
being used in outdoor publications, 
boys’ magazines, science month- 
lies, sporting goods trade publica- 
tions and South American export 
trade papers. Cartoon panels used 
in the series carry dialogue be- 
tween deer, rabbits and other ani- 
mals brought down by Marlin 
guns. The campaign will continue 
into 1945 with no increase in 4p- 
propriation. Craven & Hecrick, 
New York, is the agency. 


Starts Alta Wine Drive 


Somerset Importers Ltd., New 
York, national distributo’, 
launching a national campaig: 10! 
Alta wines, produced by Alte 
Vineyards Company, Fresno, ©2!. 
in newspapers, magazines anc sp0! 
radio in about 20 major ma’ «¢! 
through L. H. Hartman Com) ‘0 
New York. 
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BILLION DOLLAR VALLEY OF THE BEES 
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largest printing plant west of 
licago is located? The second, 
td and fourth richest farm coun- 
sof the U.S.? The leader of all 
rcities over 50,000 in per capita 
ail sales? 

hey're all in California's amaz- 
} Billion Dollar Valley of the 
Ss. A valley with more popula- 
| han Cleveland, rhore effect- 
Duying income than St. Louis, 
ail iles almost equaling two 
is.* 
oe this sound like a market? 
en “ot a look at it... froma 


removed from the Coast. So you 
can realize that to influence it 
with outside newspapers is like 
trying to sell Philadelphia from 
Washington. 


There is a natural way to influ- 
ence the prosperous people of the 
valley. Put the three McClatchy 
Bees on your “A” schedule. For 
The Sacramento Bee, The Fresno 
Bee and The Modesto Bee are a 
daily habit with folks in this Bil- 
lion Dollar Valley of the Bees. No 
outside newspaper even comes 
close to their coverage. 


\ a 
Sf SLATCHY Sy) NEWSPAPERS 


National representatives . .. O'MARA & ORMSBEE, INC. 
‘w York . Los Angeles . Detroit Chicago San Francisco 


a 7 


For you who thrive on statistics, 
here’s what Sales Management's 1944 copyrighted Survey shows 


The Valley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More population 
than Baltimore or Cleveland. 


Effective Buying Income in the Valley of the 
Bees is $1,.472,207,605. That's more than the 
total urban EBI in 30 of the nation’s 48 states. 


Retail sales in the Valley totaled $774,155,960. 
Only five cities in the entire country exceeded 
that figure. The Valley ranks right next to 
Philadelphia and Los Angeles—ahead of such 
markets as Boston, Washington, D. C., Pitts- 
burgh, San Francisco and Cleveland. 


And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI is 
concentrated ... where 88°, of all these retail 
sales are made. 
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Circulation as a Capital Asset 


Arguments which will be pre-| been knocked in the head many | 
sented in federal courts shortly| times. Perhaps the disastrous ex- | 
regarding the deductibility of cir-| perience of the Literary Digest is | 
culation expenses, over and above/ the classic example of a publica- | 
the amounts needed to maintain! tion which had been remarkably | 
current circulation, will tend to| successful in building a so-called | 
establish the principles which will | circulation structure, but which, | 
be followed by the Bureau of} due to inability to gain sufficient | 
Internal Revenue in its tax poli-| advertising volume, found itself 
cies as they affect publications.| loaded with a liability for the ful- 
For that reason the outcome of|fillment of subscription orders 
cases now pending will be watched | which created a serious financial 
with interest not only by publish-| problem. 
ers, but advertisers and agencies It is noteworthy, too, that dur- 
as well, since restrictions on nor-| ing the years when the Digest was 
mal circulation promotion effort} failing, in spite of a relatively 
might well result from a decision] high circulation level, Time was | 
holding circulation expenses above | making rapid strides in gaining | 
maintenance costs to be a capital | advertising acceptance, even| 
asset. lthough its circulation was far | 

Present reasoning of the Bureau | below that of the Literary Digest, | 
and the United States Tax Court| whose field it paralleled. The rea- | 
apparently is based on a decision | son for the success of Time and | 
of the U. S. Circuit Court of Ap-| the failure of the Digest had’ no | 
peals in 1933, in which certain| relationship to circulation volume, 
circulation costs of the Meredith | but rather to such factors as) 
Publishing Company were held to|reader interest, advertising re- 
be non-deductible as operating| sponsiveness, editorial vitality and 
expense for tax purposes, and in-| all of the other factors which are 
stead were ruled to be a capital} needed to make a successful ad- | 
investment. In that decision the | vertising medium. 
concept of a “circulation struc-| Circulation may or may not! 
ture,” permanent in character and| prove to be an asset. Because its | 
assuring success in the sale of ad-| promotion is a normal sales ex- 
vertising, was adopted, in spite of | pense, comparable to selling costs 
what those familiar with the pub-|in any other field, publishers 
lishing business know to be true.| should not be handicapped by the 

The theory that circulation is | legal crystallization of an arbi- 
permanent, that it is always a| trary and incorrect concept which 
capital asset and that an estab-|is constantly discredited in the 
lished “circulation structure” in- actual operation of the publishing 
sures advertising sales success has | business. 


How B&W Does It 


In the past few months, during] advantage of the opportunity to 
which the cigaret shortage has! sell those who bought Raleighs as 
become a news situation of en-| part of a forced sampling opera- 
grossing interest to millions of|tion on the quality and general 
habitual consumers, ADVERTISING | desirability of the product. 

AGE has been somewhat critical of We think B&W is making a 
the advertising policies of the| lot of friends by this simple, com- 
major tobacco companies, most of|mon-sense policy of facing facts 
which have not seen fit to recog- | frankly, just as we are convinced | 
nize the shortage and have con-|that the constant competitive dis- | 
tinued to promote their products} cussion of cigaret quality, with-| 
as though they were constantly|out recognizing the condition 
available and the public had a/|which has deprived consumers of 
choice among all brands | 


the opportunity to choose among 

One shining exception to the| many brands, is not doing adver- 
general rule of ignoring the one|tisers in this category any good. 
thing smokers are most interested| The tobacco industry should at 
in, availability of supply, is the} least be sympathetic toward their 
Brown & Williamson Tobacco Cor-| customers. When they have the 
poration, which both in its publi-| chance to make friends of those 
cation and radio advertising has} who are trying their brands as a 
not only explained the reasons for/ stopgap, there is an added argu- 
the shortage but has also taken| ment for frankness. 


_Gaining Prestige 


Department of Dead Languages! 
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—~—New York World-Telegram. 


Gy ke Y se oe x 
AFAR A Pa q 
Pacific have selected “Hit Parade” 

It seems to this Ad-libber that 4S their favorite radio program in 
most of the really impressive pro-| @ poll conducted by the Staff of an 
motion operations are those which|4'Med Forces radio station, we 
have their roots pretty close to the | re told. In second place are news 


common people—and not too many broadcasts followed closely by 
“Command Performance.” 


| The survey was under the direc- 
SERVICEMEN’S CORNER |tion of Lt. Wesley H. Wallace, 


| manager of the station and former 


P) * Z & i |Sohio reporter and assistant pro- 
3 a a? H gram director of radio station 
: . IN UNIFORM on WPTF, Raleigh, mm. ©. ene Sgt. 


saftitche exch Termine tn th bones o - 4) | Marvin S. Corwin, New York, sta- 
pe wn ty Rater : ” zt tion program director and for- 
as genes Bes prerkad S By |merly with Benton & Bowles and 
rate ae om See er = ow J} | Vice-president of Gray Advertis- 


jing Agency. 

| “GI Jive” wound up in fourth 
: |place followed by “Mail Call.” 
“ore Bing Crosby nosed out Bob Hope 
3 _by a shade and Sammy Kaye’s 
orchestra took eighth spot. “GI 
| Jive” and Kaye’s orchestra would 
|have rated much higher, accord- 
see em | ing to Lt. Wallace, had they been 
| spotted better. Only about 50% of 
7 | the listeners polled were in a posi- 
— | tion to hear these two programs 
a |while the three top shows were 
|heard by 85%. 

Si | The GI’s objected mostly to a 


|ers,” a local show. Others not 
|liked in order were symphonies, 
|local baseball and boxing broad- 
ase casts. 

= a a | Troops of the XIV Corps, vet- 
Se Se eS es ees! Bemis s jones of Guadalcanal, New Georgia 
aes KOLLINERS and Bougainville, said they don’t 


|get enough broadcasts of football 
of them. For example, this first in 


games played in the states and a 
| strong demand was made to hear 
a series of newspaper ads which} wajter Winchell’s broadcasts. 
Kolliner’s, men’s and women’s|Commentators in general rated 
clothing store of Stillwater, Minn.,) just below Mr. Winchell. 
has started, would probably be 
much less effective in a big city. Jottings 
But the idea of giving tidbits of John F. Trommer, Inc., Brook- 
news gleaned from the letters of|lyn brewer, sponsors Alberf 
local boys and girls in the service | Mitchell, “The Answer Man,” and 
seems to us an excellent means of| now has put 101 of his best brain 
creating real friendliness between | teasers into a booklet to edify beer 
stores and customers. The mate-/ drinkers with a thirst for knowl- 
rial included in the ad, of course, | edge... 
is the type of homely stuff that 
a fellow writes home which isn’t;tion” file: There are four daily 
exciting enough to warrant space| newspapers in the United States 
in the local papers. which do not accept tobacco ad- 
. vertising: Deseret News, Salt Lake 
Report to the Nation City; Christian Science Monitor, 
Thousands of GIs of the XIV/ Boston; Sentinel, Carlisle, Pa., and 
Army Corps in the Southwest! Valley News, Tarentum, Pa. 


| hillbilly program, “String Bust- | 


For your “odd bits of informa- | 


The following documents ma, 
be secured without charge from 
companies sponsoring them 6, 
through ADVERTISING AGE, by any 
national advertiser or adver‘ ising 
agency executive writing on hi 
business letterhead. 


No. 2436. Cincinnati Market Datg 
Book. 


Latest in the series of marke} 
studies issued by National Transit- 
ads is this handsomely-produceq 
brochure containing information 
about the Cincinnati market 
Starting off with a double-fold 
map of transportation system 
routes, the study follows with data 
on population served by the lines. 
employment and payrolls, a table 
of retail stores and sales, and a 
list of wholesale and retail distrib- 
utors. Some examples of adver- 
tisers’ use of Transitads are repro- 
duced. 


No. 2437. 1944 Visualization Map 


The Fort Worth Star-Telegran 
has issued its annual visualizatior 
map, showing family coverage ji 
the Fort Worth trading area 
Tables, corresponding with dail) 
and Sunday coverage maps, shoy 
| number of families, circulatio: 
and per cent of family coverage 
| by counties. 


[No. 2438. Good Hunting. 


Using terms such as “finding the 
range,” “flushing the quarry, 
“comparative ballistics,” etc., the 
Sioux City Journal and Journal- 
Tribune tell the market story of 
the Iowa city, providing figure: 
/on population, income and busi- 
| ness activity, with a report on the 
|postwar market for electrica 
goods and a rural electrificatior 
map. 


No. 2439. Residential and Com- 
mercial Building in the Imme- 
diate Postwar Years. 

| This new study of the immedi- 
late postwar building market, 1|s- 
sued by American Builder, ex- 
plains the conditions that will 
control the privately financed con- 
struction of 1,600,000 new home 
and 300,000 new stores in the first 
three years of peace. The brochure 
describes how, where and }; 
whom the new homes will be built 
and lists 64 building materials an 
products, with quantities of eac! 
needed to construct 1,000,000 nev 
homes. 


No. 2404. Something New Has 
Been Added to the Philadel- 
phia Story. 

New population estimates for 
metropolitan Philadelphia, and re- 
| definition of the Philadelphia trade 
| area to include 14 counties form 
the basis of this new marke? stud) 
| issued by the Philadelphia Record 
A detailed circulation rep: t for 
the ABC city and retail trading 
| zone and for the “plus cov: rage 
|outside is included with » arket 
| data. 


| No. 2345. There’s a Woman Wait- 


ing for You. 
| Woman’s Home Compan res 
'minds advertisers in this klet 
|that the woman’s market is Vv! 


factor in postwar prc 
|which must be sold and ke 


| No. 2317. Looking Ahead ler- 
| chandising Electro? & 
Radio. 
The whole range of radi 
ucts is covered in this © “°© 
booklet issued by Radio- “* 


which gives an over-all pic } ot 
the status of production ar ‘* 
time lag required for the ¢ _ 


‘over to postwar civilian proc 
and selling. 
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about The TIMES straw poll. It indicated that the Democratic candidates, Roosevelt and Lucas, would carry 
Illinois —- and The TIMES said so. It indicated that Green, the Republican candidate for governor, would win 
his race — and The TIMES said so.® Here is the way The TIMES published the indicated winners and their in- 


dicated percentages of the vote in Illinois: 


President Roosevelt Senator Lucas Governor Green 


51.29% 51.06% 53.66% 


The official returns give: 


President Roosevelt Senator Lueas Governor Green 


51.88% 52.78% 50.91% 


* The TIMES straw poll has become nationally famous for its accuracy. In 1940 The TIMES predicted Roosevelt 
would carry Illinois by 620,00 votes. His plurality turned out to be 699,000. In 1940 the poll predicted the presi- 
dential election outcome with only 44 of 1% error. In 1944 The TIMES was the only straw poll to correctly 
predict the vote for president in Illinois. *& Straw polls stump amateurs. They terrorize the faint-hearted. They 
need large measures of honesty and accuracy combined with painstaking care and seasoned judgment. These 
qualities can't be effectively exercised on a once-every-four-years basis. They must be practiced day in and day 
out. *& The success of The TIMES straw polls is a reflection of these qualities which The TIMES staff has de- 
veloped in its daily toil of putting out a good newspaper. That's what pleases us most. *& And it pleases Chicago 
newspaper readers, too, as shown by the fact that more than 440,000 are confidently buying The TIMES for the 


latest, most accurate and complete reports on news of the day. 


‘THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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ACME BREWERIES 
ADLERIKA COMPANY 
ADMIRAL, CORPORATION 
ALBERS BROS. MILLING CO. 
ALUMINUM COMPANY OF AMERICA 
AMERICAN RADIATOR & 

STANDARD SANITARY CORP. 
ARMOUR & COMPANY 
AVOSET, INC. 
BAUER & BLACK 


BEST FOODS, INC. 
BEST FOODS MAYONNAISE 
NUCOA 


BLACK & WHITE 


BORDEN COMPANY, THE 
KLIM 


BOYLE COMPANY, THE A. S. 
3-IN-ONE OIL 


BRISTOL-MYERS COMPANY 
INGRAM'S SHAVING CREAM 
IPANA TOOTH PASTE 
VITALIS HAIR TONIC 


BURROUGHS ADDING MACHINE CO. 


CALIFORNIA CONSERVING COMPANY 
C-H-B PRODUCTS 


CALIFORNIA FRUIT GROWERS 
EXCHANGE 
SUNKIST ORANGES AND LEMONS 


CALIFORNIA SPRAY CHEMICAL CORP. 
CALVERT DISTILLERS CORPORATION 


CANADA DRY GINGER ALE, INC. 
(JOHNNY WALKER) 


CARTER PRODUCTS, INC. 


ARRID 


CHAMPION SPARK PLUG CO. 


CHESEBROUGH MFG. COMPANY 
VASELINE 


CHRYSLER CORPORATION 


CITRUS PRODUCTS COMPANY 
KIST BEVERAGES 


CLOROX CHEMICAL COMPANY 


COLGATE-PALMOLIVE-PEET COMPANY 
CASHMERE BOUQUET 
COLGATE DENTAL CREAM 
PALMOLIVE SOAP 


CONTINENTAL RADIO AND 
TELEVISION CORP. 


CORN PRODUCTS REFINING COMPANY 
KARO 
KINGSFORD'S CORN STARCH 


CREAM OF WHEAT 
CORPORATION, THE 


CREOMULSION COMPANY, INC. 


CUDAHY PACKING COMPANY 
OLD DUTCH CLEANSER 


DAVIS COMPANY, R. B. 
COCOMALT 


DURKEE FAMOUS FOODS, INC. 
ELGIN NATIONAL WATCH COMPANY 


EMERGENCY LABORATORIES 
POSLAM 


ENO LTD., J. C. 


ESTERBROOK STEEL PEN 
MFG. COMPANY 


EXCELSIOR LABORATORIES 
FASTEETH, INC. 
FIRESTONE TIRE & RUBBER COMPANY 


FITCH CO., F. W. 
FOLGER CO., J. A. 
FONTANA FOOD PRODUCTS CO. 
FORD MOTOR COMPANY 
FULLER & CO., W. P. 
GENERAL BREWING CORPORATION 
GENERAL ELECTRIC COMPANY 
GENERAL FOODS CORPORATION 

GRAPE NUTS 

INSTANT POSTUM 

JELL-O 

MAXWELL HOUSE COFFEE 

SANKA COFFEE 
GENERAL MOTORS CORPORATION 
GLENMORE DISTILLERIES CO., INC. 
GHIRARDELLI CO., D. 
GOODRICH COMPANY, THE B. F. 
GOODYEAR TIRE & RUBBER CO., THE 
GROVE LABORATORIES 

BROMO QUININE 

PAZO OINTMENT 
GRUEN WATCH CO., THE 
HANES KNITTING CO., P. H. 
HAWAIIAN PINEAPPLE CO., LTD. 


HAWAIIAN SUGAR PLANTERS’ 
ASSOCIATION 


HEINZ COMPANY, H. J. 

HILLS BROS. COFFEE, INC. 
HILLS BROTHERS COMPANY 
HIRAM WALKER & SONS, INC. 


HORMEL & CO., GEO. A. 
JANTZEN KNITTING MILLS 


JERGENS-WOODBURY CORP. 
JERGENS' LOTION 
WOODBURY SOAP 
WOODBURY CREAM 


JOHNSON & JOHNSON 
KAYSER & CO., JULIUS 


KELLOGG COMPANY 
ALL BRAN 
CORN FLAKES 


KNOX COMPANY, THE 
CYSTEX 
MENDACO 
NIXODERM 


KOLYNOS CO., THE 
ANACIN 
BI-SO-DOL 
KOLYNOS DENTAL CREAM 


LAMBERT PHARMACAL COMPANY 


LISTERINE ANTISEPTIC 
LISTERINE TOOTHPASTE 


LAMONT CORLISS CO. 
POND'S FACE POWDER & CREAM 


LEHN & FINK PRODUCTS COW PAN 


HIND'S HONEY & ALMOND CREAN 
LYSOL 


LEVER BROTHERS COMPANY 
LIFEBUOY HEALTH SOAP 
LUX TOILET SOAP 
LUX WASHING FLAKES 
RINSO 
SPRY 
SWAN SOAP 
VIMMS 


LIBBY, McNEILL & LIBBY 


LIGGETT & MYERS TOBACCO ° 9. 


CHESTERFIELDS 


LUFT CO., GEORGE W. 
TANGEE 
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ince Pearl Harbor, these companies have kept their flags flying in Hawaii 
with advertising in the Honolulu Star-Bulletin, which has over 150,000 
daily circulation, and a carrier delivery to 9 out of 10 homes in Honolulu tm 


MAIDEN FORM BRASSIERES CO. 
M. J. B. COMPANY 


MANY, BLANC & CO. 
DU BOUCHET 


MATSON NAVIGATION COMPANY 
MENNEN COMPANY, THE 
MENTHOLATUM COMPANY 


MILES LABORATORIES, INC., DR. 
ALKA-SELTZER 
ONE-A-DAY 


MILLER BREWING CO., LTD. 


MORGAN'S SONS CO., ENOCH 
SAPOLIO 


MORRIS CO., LTD., INC., PHILIP 
PHILIP MORRIS CIGARETTES 


MURINE COMPANY 
MUSTEROLE COMPANY 


NATIONAL CARBON CO.., INC. 
EVEREADY FLASHLIGHTS & BATTERIES 


NATIONAL CASH REGISTER COMPANY 


NATIONAL DISTILLERS 
PRODUCTS CORP. 
OLD GRAND-DAD & OLD TAYLOR 


NESTLE’S MILK PRODUCTS, INC. 
ALPINE MILK AND COFFEE 
NESCAFE 


NEW ENGLAND MUTUAL LIFE 
INSURANCE CO. OF BOSTON 


NEW YORK LIFE INSURANCE COMPANY 


NORTHAM WARREN SALES CO., INC. 
ODORONO DEODORANT 
PEGGY SAGE NAIL POLISH 
NORWICH PHARMACAL COMPANY 
NOXZEMA CHEMICAL COMPANY 
PABST SALES COMPANY 
PACIFIC GREYHOUND LINES 


PACKARD MOTORS EXPORT 
“ORPORATION 


PAN AMERICAN AIRWAYS 


P/ KER PEN CO., THE 
NS & QUINK 


Pr SODENT COMPANY, THE 


Pe°<INS PRODUCTS COMPANY 
)OL-AID 


| Po MILK SALES CORPORATION 


* 8t WINE COMPANY 


Ww 


PHILCO CORPORATION 
PINKHAM MEDICINE CO., LYDIA E. 
PROCTER & GAMBLE COMPANY 
CAMAY 
CRISCO 
OXYDOL 
PUREX CORPORATION, LTD. 
QUAKER OATS CO., THE 
RADIO CORPORATION OF AMERICA 
RAINIER BREWING COMPANY 
RECKITT & COLMAN, LTD. 
COLMAN'S MUSTARD 
MAGIC BLUE 
REGAL AMBER BREWING COMPANY 
RESINOL CHEMICAL CO. 
REVLON PRODUCTS CORPORATION 


REYNOLDS TOBACCO CO., R. J. 
CAMELS 


ROMA WINE COMPANY 


SALES BUILDERS, INC. 
MAX FACTOR COSMETICS 


SCHENLEY INTERNATIONAL CORP. 
SCHILLING & CO., A. 

SCHLITZ BREWING CO., JOS. 
SHEAFFER PEN CO., W. A. 

SHELL OIL COMPANY 


FoR INFORMAT! 
re) sPEC! 


w 


SHERWIN-WILLIAMS COMPANY 
SOUTHERN PACIFIC RAILWAY 
SPERRY CORPORATION 

SPERRY FLOUR COMPANY 


STANDARD BRANDS, INC. 
FLEISCHMANN'S YEAST 


STANDARD OIL CO. OF CALIFORNIA 
STEIN & CO., A. 


STERLING PRODUCTS INTERNATIONAL 
BAYER ASPIRIN 
CASTORIA 
DR. LYONS TOOTH POWDER 
PHILLIPS MILK OF MAGNESIA 
WATSON'S MULSIFIED COCONUT OIL 
SHAMPOO 


STUDEBAKER CORPORATION 
SWIFT & COMPANY 
TEA GARDEN PRODUCTS COMPANY 


TOBACCO BY-PRODUCTS 
& CHEMICAL CORP. 
BLACK LEAF ‘'40" 


TRYCO COMPANY 


UNION BANK & TRUST CO., 
OF LOS ANGELES 


UNION OIL COMPANY 
UNION PACIFIC SYSTEM 
UNITED AIR LINES 


LES REPRESENTAT 
or 
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INC NEW yORK, CHICAG 
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UNITED AIRCRAFT CORPORATION 
U.S. RUBBER COMPANY 
UNITED STATES STEEL CORPORATION 


U.S. TOBACCO COMPANY 
MODEL SMOKING TOBACCO 


VAN CAMP SEA FOODS, INC. 
VICK CHEMICAL COMPANY 


WANDER COMPANY, THE a 
OVALTINE = 


WARNER BROS. CO., THE 
LE GANT CORSETS 


WECO PRODUCTS COMPANY 


DR. WEST'S TOOTH BRUSH ae 
WELCH GRAPE JUICE CO., THE = 
WESSON OIL & SNOWDRIFT a 

SALES CO., INC. 

WESTCLOX 


WESTINGHOUSE ELECTRIC 
& MFG. COMPANY 


WILCO COMPANY |} 
BIF FLY SPRAY 
VAN’'S SHOE DRESSING 


WILDROOT COMPANY, INC. 


WILLIAMS CO., THE J. B. — 
WILLIAMS SHAVING PREPARATIONS 


WILLYS EXPORT CORPORATION 
WINE ADVISORY BOARD 
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Home Trade Aim 
of Soft Drink 
Makers Postwar 


Chicago, Nov. 29.—When women 
war workers go back to peacetime 
broom wielding they’ll take their 
rest periods along with carbonated 
drinks, members of the American 
Bottlers of Carbonated Beverages 
were confident this week. 

Besides the wartime plant habit 
of f getting a rest period “lift”? with 
a soft drink, many servicemen 
have become soft drink “minded,” 
too, the industry believes, and it is 
preparing to concentrate its post- 
ley distribution in the home mar- 

et. 

Other new outlets the industry 
|\looks forward to include vending 
|units, industrial plants, restau- 


q4|rants, schools and other centers. 


The vending units loom important 
as a business that was just ex- 
panding when manufacture was 


|curtailed by 
|pointed out at the bottlers’ 


|Loring F. Overman, 


Advertising Age, December 


the it was| 
26th 


annual convention here this week. 


war, 


No New Flavors Seen 


According to John F. Leary, 
president of the ABCB, there is 
little likelihood of a greater va- 
riety of flavors than there are now, 
when practically every “aecept- 
able” flavor has been exploited. 
However, a stiffening sales resist- 
ance is presumed postwar, which 
secretary of 
the association, declares will be 


overcome by advertising cam- 
paigns instituted by individual 
members of the industry. He 


asserted, however, that the public 
is “aware that despite increased 
costs and shortages, the industry 
has been able to maintain the na- 
tion’s soft drinks at the traditional 
price of five cents.” 

Limited to capacity only by re- 
strictions on sugar, the industry 
produced 700,000,000 cases of car- 
bonated beverages in 1944 for 
civilian purposes. With the addi- 
tional production for military 
PX’s, canteens and for vital indus- 
trial centers, it is expected that 
production will equal or pass the 
1940 mark of 740,000,000 cases. 


Glass went to War with the other 


glass will come home from war just as the 


basic industries of Pittsburgh! And 


others, with no time out for reconversion. 


The self-same sheets that we rolled for 
tubes and turrets and telescopes, we'll keep 
right on rolling for windows and windshields 
and water glasses, with no time out! 


In answer to the Post-Gazette’s inquiry 
eleven out of twelve Pittsburgh glass plants 
and the 


“slight and rapid.” All twelve 


said, “no reconversion necessary,” 


other one said, 


said, ‘No change in personnel come peace!” 


REPRESENTED 


New York . Chicago ° Philadelphia + Boston 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM IN AMERICA 


NATIONALLY BY PAUL 


Because 


All of which means that the thousands of 
glass workers will keep right on earning with 
no pause in pay-checks—no break in buying 


——come peace. 


And incidentally, your advertising plans 
will need no reconversion either if they al- 
ready include Lucky Pittsburgh's Post-Gazette. 


PITTSBURGH 
POST-GAZETTE 


Que of Cmerioas Great Wewmpaper 


BLOCK AND 


Detroit ° San Francisco 


Los Angeles . 


Each day 47,000,000 Newspapers are Bought. Each day 
the people of America pay $1,560,000 for their News- 
papers. The people desire advertising in their Newspapers. 


ASSOCIATES 


Seattle 


It 


etc., 


and 


the 


and 
and 
ing. 


out 


son, 
and 


76,000, 


bins, 


was said that $50,000,0 


be spent by the industry af 
war for new construction of 
and equipment. 

Postwar needs were est nate 
at 16,000 trucks 
maintain the normal 50,000 
necessary 
hundreds of machinery un 
cluding automatic cappers, 
washers, 
filters, mixers, labelers, cor 
in addition to many more 
tles and cases. 

Mr. Overman said that 
dustry, 
individual 
located in 3,000 cities and 
in the country, normally e: 
90,000 persons with an 
payroll of $180,000,000. 
ucts are on sale in over a millig 


in the industr 


ecarbonators, cr 


composed of ove: 
manufacturing 


Its 
a quarter retail stores. 


industry dropped to 


truck mainte 


driver-salesmen groups 


Inc., 


of the company’s 


Hoffman, formerly 


formerly assistant ma 
sundries manager. 


immediat | 


4, 194 


) wi 


6,004 
Plant 
town; 


Nploys 


innua) 
prod. 


During the war, employment 


about 


and postwar needs {y 
manpower are estimated at near) 
100,000. Plans are now being |ajj 
to channel many ex-servicemey 
into the industry through the Vari 
ous agencies to take over pos 
in equipment maintenance, 
supervision, 
advertising and sign crews, 


pe 
nance, 
sales 


» Office 
clerical work and truck 


driv. 


Van Blarcum, Hoffman 
Advanced by McKesson 


Clarence C. Van Blarcum ani 
C. H. Hoffman have been ap. 
pointed liquor sales manager fo 
the eastern district and drug sales 
manager for the western district 
respectively, by McKesson & Rob- 
New York. Mr. 
Blarcum will continue to operat 
Syracus 
division, where he has been 
sales manager locally. He will 
succeeded by Fred Weeks. 

Mr. 
executive of the Langley-Michael 
division, Oakland, will make Sar 
Francisco his headquarters. 
will be succeeded by W. B. Cros 


Var 
liquor 
chief 


He 


nager 


CANADA’ 
NATIONA 


5 
I 


MAGAZINE 


UMAN interest is one 
of the first principles 
of good publishing prac- 


tice. Combined with time 
liness, it produces th: 


solid emotional and inte!- 


lectual impact you'll fin 
in every issue of Maclean’: 
Maclean’s human-interes 
pen-portraits of the peop! 
behind the news—its clea: 
interpretive articles 
Canadian and world-wid: 
affairs, are constant topic 
of thoughtful discussion 
And because these article: 
have universal appeal 
among men and wome! 
in every walk of life 
Maclean’s has the larges 
circulation and the larges 


oO! 


advertising volume of an 
Canadian magazine. 


481 University Avenue. 
New York Chicago Montreal London 
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THE CROWELL-COLLIER PUBLISHING CO. 


e 
VBUSHERS oF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


Our Good Friends, the British, Are Already on 
the Job to Outsmart Us in Post-War Trade. 
Don’t Blame Them if They Succeed. They’re the 
World’s Greatest Experts in Economic Diplo- 
macy . .. Shrewd, Sharp, Realistic Traders, 
While We Have Been Called a Nation of Starry- 
Eyed Do-Gooders Who Have Lost Our Shirts 
Every Time We Have Sat In On This Global 
Game that “Never Gives a Sucker an Even 
Break.” Here’s an Authoritative Article that’s 
“Required” Reading for Every American Busi- 
nessman ... In the January Issue of The 
American Magazine, Now on the Newsstands: 


LET’S NOT BE SUCKERS AGAIN! 
by RALPH O. BREWSTER, U.S. Senator from Maine 
Member of the Senate’s Commerce Committee, it’s 


Committee to Investigate the National Defense 
Program, and its Committee on Naval Affairs. 


After the last war many felt that the British gobbled 
the choice cuts, while American taxpayers footed 
the bills. Great Britain will slip us the check again, 
says Senator Brewster, unless we demand our share 
of global air lines, shipping, oil, and communica- 
tions. Vigorous American competition, he claims, 
will give us our rightful place in world affairs, and 
hold the respect and friendship of John Bull. 
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The Sex Life of 
The American Magazine 


For years The American Maga- 


. . . a 
zine has made continuing studies a 
of reader reaction. For years we 
have known what makes human = 


interest — male and female — tick! me 


While there is much material that , 
is read with equal interest by men 
and women, our studies have 
taught us that what is often edi- 
torial sauce for the goose may not 
prove as delectable to the gander. 
In other words, what makes great 
reading for women may be and 
often is strictly so much Polly- 
anna to a male, and vice versa. 


That’s why the planned editorial 
balance of The American Maga- 
zine exerts such a magnetic attrac- 
tion on the eyes, the minds, and 
the emotions of our readers of both 


sexes ... an attraction, we believe, 
no other dual-audience publica- 
tion can match. 


rE 


Share your American Magazine, then save it 
for the Government's waste paper drive. 


- 250 PARK AVENUE, NEW YORK 17, NEW YORK 
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CATALOGING 


BEAVERITE PRODUCTS, 0 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


‘Cotohag Corse MN Min. Siving-Olllapiaeit peel GHUNIEUMNER Ayvnciet 


Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings. 
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Pacific Ad Group 
Leads Fight fo 
Hold Industries 


San Francisco, Nov. 28.—Efforts 
of West Coast civic and industrial 
leaders to assure this area of the 
country a larger place in the na- 
tion’s economic life after the war 
were perceptibly advanced earlier 
this month when a long stream of 
civic and industrial leaders pre- 
sented testimony before Senator 
McCarran’s Congressional investi- 
—s committee on decentraliza- 
ion. 

Efforts of beyond - the - Rockies 
dwellers are largely concentrated 
now on seeing that industrial 
plants and facilities built in the 
West during the war years are not 
dismantled after the war, thus re- 
turning this section to primary 
dependence upon Eastern sources 
of supply. But in a larger sense, 
the West has felt its industrial 


oats, and can be expected to make 
herculean efforts to retain and en- 
large its share of the nation’s in- 
dustrial economy after the war 
ends. 

Active in this direction is the 
Pacific Advertising Association, 
which has watched over the West’s 
growing industrial might with all 
the concern and affection of a 
zealous mother. Two years ago 
the association undertook a study 
of changes in this area induced by 
the war, under the direction of 
Raymond Reeves, then regional 
business consultant of the Depart- 
ment of Commerce here; it has 
just completed, under the direc- 
tion of a committee headed by 
Prof. David E. Faville of Stanford, 
a study on “Products the West Can 
Produce, and Advertising’s Part in 
Marketing Them”; and during the 
past two months George Weber 
(Mac Wilkins, Cole & Weber, Se- 
attle) PAA president, and Charles 
W. Collier, PAA managing direc- 
tor, have visited 25 cities in nine 
Western states in making an on- 
the-ground analysis of postwar in- 
dustrial possibilities. 

It was only natural, therefore, 


that when Sen. McCarran’s com- 


“TO MARKET, TO MARKET, TO SELL A FAT PIG!?’’. 


America, as never before, is geared for mass-production. 
The extent to which we achieve mass-consumption will 
be the measure of our prosperity. The greatest replace- 
ment-market the world has ever known must be supplied 
with efficiency and dispatch. New brands, new kinds of 


products, the output of new industries, must flow 


smoothly, in volume, through retail outlets. 


Radio is a major, and indispensable, factor in the cvcle 


of present day distribution. The stations of Westing 


KYW 
REPRESENTED 


house are alerted to the challenge of our expanding 


economy. Ready with new ideas, new program and 


selling techniques, which will move your product trom 


factory to consumer with maximum speed, minimum cost. 


Make no mistake about it, competition is alive and 


stirring. NBC Spot Sales will help you to geta head- 


start in coping with it — by effectively beaming your 


selling to the 18,000,000 thriving, commodity-hungry,. but 


* . . * *s¢ . 7 . . 
discriminating citizens in W estinghouse primary areas. 


RADIO STATIONS Inc 


KDKA + WBZ + WBZA 
NATIONALLY BY 


* WOWO + WGL 
NBC SPOT SALES 


Advertising Age, December 4, 1/44 


mittee held hearings here, one of 
the principal associations to be 
heard was the Pacific Advertising 
Association. Said the associat 

“The West never wants to build 
a wall around itself and shut oy; 
manufacturers from other sections 
but it does want to make here 
everything that can be made and 
that will stand up in a competii ve 
market. For example, one meiro- 
politan market here found tha: of 
the toys sold to its people, only 
15% were made in the West; glass- 
ware, only 25%; garden tools, only 
3%; gas ranges, 30%. As another 
example, the West uses 13.5% of 
the nation’s radios, and produces 
only 1.8%; uses 15% of the nation’s 
refrigerators, and produces only 
2.6% 

“The Pacific Advertising As- 
sociation believes that if private 
industry in the West is given the 
opportunity to operate the facili- 
ties and plants that have been 
brought here, time will prove that 
most of them will sustain them- 
selves, that this will give employ- 
ment to thousands of persons, and 
that we will have a better bal- 
anced national economy. .. We 
believe further that the favorable 
location of the West Coast to the 
Pacific foreign markets provides 
eastern manufacturers with sound 
reason to locate their manufactur- 
ing facilities here, where for many 
of these foreign countries they will 
have a shorter haul.” 


ANPA Plans $175,000 
Research Program 


The American Newspaper Pub- 
lishers Association will spend at 
least $175,000 on a five-year re- 
search program on mechanical 
production of newspapers. John 
L. Blake, Scripps-Howard news- 
papers, New York, is chairman of 
the subcommittee in charge. 

Elbert M. Antrim, Chicago Trib- 
une, has been elected an ANPA di- 
rector succeeding the late W. E. 
MacFarlane of that newspaper. 


STABILITY 
COUNTS 


NOW - AND 
IN THE 
POST - WAR 
WORLD! 


THe rich markets of 
Richmond and Virginia, 
covered by Station 
WRNL, are stable 
markets . . . the mar- 
kéts you will want to 
cultivate for present and 
post war sales. 


For first choice, then, 
you'll choose the stable 
Richmond station. As 
proof of WRN L's con- 
stancy we present the 
following facts. 


70.8% OF THE NATIONAL 
ADVERTISERS ON THIS 
_ ARE RENEW- 


88% OF THE LOCAL AD- 
VERTISERS ON THIS 
STATION ARE RENEW- 
ALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use "pays off" 
in results. 


RICHMOND, 


EDWARD PETRY & CO..INC. NATIONAL REPRESEN 
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a Rube Waddell Did It. 


Others Have Tried It..... 


IT WASN?’T 


SOUND 


ates: Radio Stations 


40% More 
People Advertising 


Than a Year Ago 


Forty per cent more individual ad- 
vertisers are using Dallas News want 
ads today than a year ago. Sizes of 
ads are limited—newsprint restrictions 
are observed. 


The big increase in the size of the 
want-ad-using public indicates what 
high records all departments of adver- 
tising in The News might be setting if 
there were no restrictions. 


. 
ey 


Secure in American folk-lore is the story of Pitcher Rube Waddell of the 
old champion Philadelphia Athletics. Grandstanding in the grand manner 
... blissfully confident of his own prowess .. . calling in his outfielders and 
sending them to the bench... then retiring the opposing batters one, two, 
three .. . he won a niche in the hall of fantastic fame, among the cohorts 
of the screwball sublime. 


That was long ago. Other pitchers have tried it since with varying degrees 
of unsuccess. It doesn’t pay. 


When your team has a field to cover, it pays to cover the whole field. If 
you are advertising to a market in Texas—either the No. 1 ( Dallas) market 
or any other — get it all! 


About /a/lf the buying-power of the Dallas market comes from outside the 
city — from an extra-urban area of some 37 counties. 


T hat is the Dallas market. The city is merely its center. ‘The Dallas News 
is its newspaper. 


You can cover the Dallas market with The News. 


You cannot cover it with any other medium. 


Sell the readers of The News and you have sold the Dallas Market 
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These two 
PUBLICATIONS; 


* These are just some of the facts. . . ..The complete 


story is available in a 20 minute sales presentation. | 
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ET THE STAGE ON SATURDAY — 


FOR A WEEKEND OF ~=s& 


RELAXATION 


When the rush of a busy week is over whole families take time out to do as they 
please. They have time to talk over their problems and needs—and above all turn 
to relaxation and reading. On weekends the people in more than a million fam- 
ilies choose the Saturday Home Magazine and Comic Pictorial in which there’s 
a full fare of reading for the entire family. For those companies whose distri- 
bution calls for increased penetration of their magazine advertising in the 
populous New York and Chicago markets there are the four-color page ad- 
vertisements available in these two publications which are regularly 


read in more than a million homes. 


The SATURDAY HOME MAGAZINE and COMIC PICTORIAL is distributed with 


the Saturday New York Journal-American and Saturday Chicago Herald-American 


Sales Representatives : 
AMERICAN WEEKLY and COMIC WEEKLY ¢ 
959 Eighth Ave., New York 19, N. Y.—Hearst Bidg., Chicago 6, Ill. 
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High Costs Cause 


Lucky and Camel 
fo Cut Ad Budgets 


New York, Nov. 30.—Caught 
between fixed retail prices and 
higher manufacturing costs, and 
with supplies available to civilians 
dwindling daily, American To- 
bacco Company and R. J. Reynolds 
Tobacco Company have sharply 
reduced their advertising appro- 
priations for Lucky Strike and 
Camel cigarets for 1945. 

Lucky Strike is cutting maga- 
zine expenditures about 25%, the 
number of magazines scheduled 
from nine to three, and the num- 
ber of magazine “impressions” 
about 40%, from about 345,500,000 
in 1944 to 240,000,000 in 1945. 
Magazines being dropped are For- 
tune, Ladies’ Home Journal, News- 
week, The New Yorker, Time and 
United States News. Every-other- 


fourth cover, some inside, will 
continue in Collier’s, Life and The 
Saturday Evening Post. 


Lucky Strike’s reduction in net- 
work radio expenditure, though | 


not divulged, is said to be consid- 


erable. The Jack Benny show in| 


October replaced “Your All-Time 
Hit Parade” on NBC, with about 
the same expenditure. Sponsor- 
ship of Kay Kyser’s “Kollege of 
Musical Knowledge” (AA, Nov. 
27) will switch on Dec, 27 from 
American Tobacco to Colgate- 
Palmolive-Peet, and American has 
not announced aé_e replacement. 
“Your Hit Parade” continues on 
CBS. 

Tobacco circles report, however, 
that American may hire top-rank- 
ing guest stars for the Benny 
show, thus adding somewhat to 
radio expenditure. 


Newspaper Schedule Uncertain 


Lucky Strike’s use of newspa- 
pers next year, it was explained, 
will “depend on circumstances.” 
In recent years, occasional 10- 
week campaigns have appeared in 
every daily, except four, in the 
country. Foote, Cone & Belding is 
the agency for Lucky Strike, with 


TASTE “DIFFERENT” LateiY? 


te Not when you can get 


Cope RALEICHS! 


DO ANYTHING FOOLISH 
DURING THE CIGARETTE SHORTAGE! 


The SHORTAGE us a muusance yes 
In fact. it 


n 5 sy Oh Darling say that youll be mine . 
But PLEASE dont shoot the dealer man [promise youll have no regress 9 \G is 
Because it isnt lawful ! Pr | NOW DO | GET THOSE CIGARETTES ? ‘ 


-P 


DONT DO ANYTHING FOOLISH 


DURING THE CIGARETTE SHORTAGE! 


_—_ Fees 


aLerem se me Comaneree tear 


Raleigh | 


oe ger te ree ee pet om 


DO smoke RALEIGHS. 


peg Raleigh 


WHEN YOU CAN GET 'EM—That's when to smoke Raleighs nowadays, Brown 
& Williamson Tobacco Corp., Louisville, tells the public in this new series of 
800-line ads appearing in newspapers through the week of Dec. 4. This copy 
stressing the cigaret shortage was prepared by Russel M. Seeds Co., Chicago. 


Jack Benny show. 


Reynolds recently 
sharply its magazine 
Camel, but would not reveal the 
extent. Some _ color 
continues in newspapers, but no 
black and white has been sched- 
uled in this medium for some 


about 1,300 daily newspapers. 
Camel dropped sponsorship of 
the “Blondie” network show last 
summer, but continues “Moore & 
Durante” and “Thanks to the 
Yanks” on CBS, and “Abbott & 
Costello” and “Grand Ole Opry” 
on NBC. William Esty & Co. is 
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by 


Liggett & Myers Tobacco (y, 
pany, it is said, does not know ,, 
about 1945 expenditures for (},. 
terfield, which is now being 
vertised in more than 25 map. 
zines and groups and 1 ih 
“Chesterfield Music Shop” o 1 yy 
and “Music That Satisfi 
CBS. Chesterfield former)y y,, 
about 1,500 dailies and weekji. 
but -has not been in newspape 
extensively in recent years No, 
ell-Emmett Company i 
agency. 

Philip Morris & Co. at presey 
plans no cancellations in any mg, 
dium for Philip Morris cigare, 
Network radio and magazines », 
the principal media, through 4) 
Biow Company. 

P. Lorillard Company, whja 
shifted Old Gold advertising jh 
fall from J. Walter Thompsy 
Company to Lennen & Mitchey 
has not yet formulated 1945 p, 
motion plans. In addition to cy 
rent extensive use of newspapey 
for the new theme, “Why Be Iry; 
tated?”, Lorillard sponsors “Whig 
Is Which?” on CBS and “Comeg; 
Theater” on NBC. According , 
Lennen & Mitchell, next year 
plans will be settled within tw 


week color insertions, some on 


Ruthrauff & Ryan handling the|months. Formerly, 


Camel used! agency for the Reynolés company. | weeks. 
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DOME OF TRE MOST IMPORTANT ADVERTISING 
OPAUE IN AMERIGA Io aL AVAILABLE: 


ACH YEAR, over 2,582,000 young 
men and women step forward 

out of the 11-17 age bracket, and 
take their place as adult consumers. 


This process goes on day after day, 
year after year. 


And these pre-adult youngsters are 
not one market —but two. 


First, they are a tremendous seg- 
ment of your total market today. 


Second, they are your total market 
tomorrow. 


* *# 


Perhaps you believe your national 
advertising is already “reaching” 
this two-way market. Is already 
“covering” these annual 2,582,000 
new adult consumers. 


Perhaps. But are you effectively 
reaching their minds and their 
thinking? 


Here is the answer to that: 


Five leading youth magazines, 
whose circulation is entirely in the 
11-17 age bracket, surveyed the 
duplication of their readership with 
the 8 leading adult national maga- 
zines. 


The result: Actual duplication— 
that is, percentage of youth readers 
who also read the 8 leading adult 
magazines—runs from a high of only 
12.8%, down to a mere 3.1%. 


In other words, you are at best miss- 
ing 7 out of 8 of tomorrow’s con- 
sumers—in these 8 leading adult 
national magazines alone. 


That is not a 600d score. 


It is not readership or coverage —it 
is ‘‘skimmership.” 


And skimmership is not good 
enough to do the job. 


ee 


How important is it, to you and to 
all American manufacturers, to ad- 
vertise to youth while it is youth? 


In another survey by a large trade 
association, a shocking answer came 
to light. 


The following question was asked, 
of adults and of high school stu- 
dents: “Jf this industry were run by 
the Government, instead of present 
managements, do you think you 
would get more, or less, for your 
money?” 


—In the adult group, 35% said 
“Less,” 11.7% said “Same,” 17.2% 
said “I don’t know”...and only 
36.1% said “More.” 


—BUT IN THE HIGH SCHOOL 
GROUP, only 23.8% said “Less,” 
15.2% said “Same,” 9.4% said “I 
don’t know”... and 51.6% said “The 
Government would give us more for 
our money.” 


Under that type of thinking, what 
is ahead for America and for you? 


It is little wonder that scores of 
America’s great advertisers are 
making up for lost time. 


It is little wonder that General Elec- 
tric, Bell Telephone, Westinghouse, 
Association of American Railroads, 
American Telephone & Telegraph, 
General Motors, General Mills, 
Coca-Cola, Curtiss Candy, Shell 
Oil, Piper Aircraft, Sheaffer Pen, 
Parker Pen, U. S. Rubber, Good- 
year Rubber, Lifebuoy Soap, Royal 
Crown Cola, Underwood-Elliot- 


Fisher, Wright Aircraft, Wheaties, 
Kellogg, among many others, are 
telling their story now to tomor- 
row’s consumers...today’s Leader- 
ship Youth. 

* * * 


Here in the Youth Group of Youth’s 
own magazines, we can still offer 
you the readership and brand-loy- 
alty of 1,735,108 teen-age men and 
women of tomorrow, who can be 
yours today at only $5873 per page. 
Low indeed compared to rates for 
the adult national magazines which 
(if they can still sell you space) may 
now be on your schedule. 


Despite the fact that advertiser after 
advertiser is using the Youth Group, 
we still have advertising space 
available for 1945. We are not yet 
“sold out.” 


We sincerely believe that you owe 
it to yourself to inform Youth on 
your product and your brand name. 


American business and industry 
face no more important job. 


And in this sense, space in The 
Youth Group is just about the most 
important advertising space in 
American publishing. 


THE YOUTH GROUP 


Gpen Road forBoys The American Girl 
Boys’ Life 


Young Catholic Messenger 


SOLD AS A GROUP. Guaranteed com- 
bined ABC circulation 1,600,000 
per month; average, first 6 months 
of 1944, 1,735,108. One order, one 
rate, one piece of copy, one billing. 
New York 17: 1 East 42nd Street. 
Chicago 2: 9 W. Washington Street. 
Boston 16: 729 Boylston Street. 


Young America 


Small Producers 
Question ‘Popular 
Cigaret Brands 


New York, Nov. 28.—The Smaller 
Tobacco Manufacturers, affiliated 
with the Grocery Manufacturers 
of America, has issued a statement 
‘objecting to recent news reports 
about “popular” cigaret brands 

The group believes that nevws- 
| paper and radio reports that “wher 
people cannot get the  popul 
brands of cigarets from thei 
dealer, they are forced to take th. 
unpopular brands” is unfair be- 
cause “to use the words popular 
and unpopular in this way is t 
|contrast quantity with quality. .. 
|Less famous brands must rely on 
quality and taste appeal to over- 
come the overwhelming advantag 
the big companies have as a result 
of their excellent and effectiv 
|}national advertising.” 

A second objection cited is that 
“to say the less famous brands 
are unpopular is completely inac- 
curate. . ..-For many years .. 
our brands have been extremel; 
popular with millions of Ameri- 
cans from coast to coast.” 
| The members of the organiza- 
{tion are Bloch Brothers Tobact 
|Company, Brown & Williamson 
Tobacco Corporation, A. A. Brug- 
| ger & Son, Crimson Coach, Int 
|Independent Tobacco Company 
Larus & Brother Company, Joh 
| P. Lieberman & Co., John Middle- 
| ton, Inc., Penn Tobacco Company, 
Scott & Dillon Company, Stephan 
Brothers, Inc., and Taylor Broth- 
ers, Inc. 


CBS Issues 9-Month 
Report, Pays Dividend 


The board of directors of CBS 
following its monthly meeting !ast 
week, declared a cash dividend 0! 
60 cents per share on presen? ciass 
A and class B stock of $2.50 pal 


value, the dividend to be payable 
Dec. 8 to CBS stockholders 0 
record at elose of business Nov. 24 

At the same time CBS re/ease 
a nine-month consolidated incom 
statement, showing the networks 


1944 gross income from sale © 
time, talent, etc. to be $62,7..0,76 
and after deductions for discount 
and commissions, to be $42,8!)5,/0! 
This compares with the 3%-wees 
period of 1943 ending Oct. 2. 19% 
when gross income was $5.',530- 
| 108, and after deductions $3) 30» 
566. Net income for the 
months ending Sept. 30 is reporte 
|as $3,399,080, an approxima’? 9‘ 
| increase over the same perio. '2°! 
year when the net income ‘i e 
| $3,245,625. 


Returns to Cleveland 
Jacob Wattenmaker, r¢ 
executive manager of the N 
Men’s Wear Association, 
York, has returned to the 
|relations field in Cleveland 
|offices in the Union Con . 
|building. Mr. Wattenmake! as 
| formerly director of the Cle\ 
|Fashion Institute, but late 
| panded into public relation 
merchandising. 
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CHRISTMAS 1944 


om" JOURNAL 


LARGEST AUDITED CIRCULATION OF ANY MAGAZINE 
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DO YOU MAKE 


THESE PRODUCTS? 


According to a recent survey, Buffalo area 
fomilies will buy as soon as available: 


13,261 Radios 

4,360 Sewing Machines 
7,811 Electric lrons 

5,631 Electric Kitchen Mixers 


Manufacturers can best reach this large 
potential market by advertising in the 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


Holler Receives 
N. Y. Executives 
Club Citation 


New York, Nov. 29.—Despite 
pent-up demand and talk of “un- 
limited buying power,” a “scien- 
tific” sales approach is going to be 
essential in the creation of suffi- 
cient customers and jobs to main- 
tain the American standard of 
living in the postwar period, W. E. 
Holler, general sales manager of 
the Chevrolet Motor division of 
General Motors Corporation, told 
members of the Sales Executives 
Club of New York this week. 

Mr. Holler was guest of honor 
at a luncheon at which he was 
presented with the club’s distin- 
guished service award. The cita- 
tion lauded him for “distinguished 
public service in aggressive pro- 
motion of higher standards of 
selling and sales service and a 
better, sounder public understand- 
ing of and interest in more effi- 
cient distribution of goods in the 
American economy.” 

“We have the world’s greatest 
engineers and manufacturers,” Mr. 


Holler told the club, “but our na- 
tional economy for the next decade 
depends on whether we can prove 
that we have the world’s greatest 
salesmen and the world’s greatest 
distribution system.” 

In discussing the postwar auto- 
motive market, Mr. Holler asserted 
that if the automotive industry 
were to build “five million cars a 
year after July 1, 1945, it will take 
until Jan. 1, 1950, to build the car 
population back to a _ pre-Pearl 
Harbor basis.” Cars are being 
junked at the rate of 6,000 a day, 
he said, and the number of cars 
in use has dropped to 23,400,000, 
as compared with 27,700,000 in the 
prewar period. 

“All statistics indicate that the 
major part of postwar buying,” 
Mr. Holler said, “will be based on 
postwar income rather than accu- 
mulated savings. It will take a 
great army of well-trained sales- 
men to get the signed orders that 
will be required to create produc- 
tion and furnish jobs for 55 to 60 
million people.” 

He urged a ten-point postwar 
“master plan” of selling in which 
he stressed the importance of ad- 
vertising in promotion and distri- 
bution. 


A telegram from Alfred P. Sloan 
Jr., paying tribute to Mr. Holler’s 
“sales statesmanship,” was read at 
the luncheon by Dr. Paul H. Ny- 
strom, club president. More than 
1,300 members and guests at- 
tended. 


CBS Trebles FM Power ° 
in New York Area 


Trebling the power of its signal 
in the New York metropolitan 
area, Columbia Broadcasting Sys- 
tem has begun operation of a new 
FM transmitting antenna 800 feet 
above street level on the roof of 
the 500 Fifth Ave. building. 

The new transmitter, which ex- 
tends the reception edge of CBS’ 
New York FM service from 50 to 
60 miles, makes these programs 
available to 98% of the population 
within the coverage area specified 
by the Federal Communications 
Commission. 


Hicks Agency Named 

Outdoor Girl, Inc., New York, 
manufacturer of women’s sports- 
wear, has placed its advertising 
account with Hicks Advertising 
Agency, New York. 


oliday ift 


BUILD MORALE 


Dris war of machines is also a paper war. For without millions of 
paper containers the overwhelming rush of supplies and ammunition to our far flung 
battle lines would soon cease. These containers and the vast production of many vital 
munitions depends upon an uninterrupted supply of salvaged paper. 


For the past year ARVEY CORPORATION has devoted its space in many publications 


} to exhorting advertisers, their advertising agencies, their printers and lithographers to 
drag out obsolete advertising material and put it to work to win the war. 


One of the most important uses of paper at war is for wrappings to carry holiday gifts 
to our fighting men and women. To all these, wherever they may be, we extend our 
thanks for their battle to preserve our way of life. 


And so to all of you, everywhere, we say... 


Merry Christmas and A Happy New Bear 


CHICAGO > 


DETROIT . 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


JERSEY\CITY 


Advertising Age, December 4, 1.44 


SWEET THEME—Norris, Inc., through 
Tucker Wayne & Co., both of Atlanta, 
opened its winter and spring campaign 
for Norris candies with this tie-in of 9 
well-known love song and romantic 
pose. The drive is being carried 
through 560-line insertions in 38 news. 
papers with an estimated circulation 
of over three million, and also in trade 
journals. 


Radio Execs. to Hear 


Halifax and Davis 

Lord Halifax, British ambassa- 
dor to the United States, will be 
guest speaker at the Dec. 6 
luncheon of the Radio Executives 
Club of New York, in honor of the 
British Broadcasting Corporation. 
Elmer Davis, director of OWI, will 
introduce the ambassador, who 
will speak on “Radio as an Inter- 
national Force for World Peace.” 
William J. Haley, director gen- 
eral of BBC, will speak from 
London via shortwave, and John 
Salt, BBC’s North American direc- 
tor, will give a talk after receiving 
a testimonial scroll on behalf of 
BBC. 


Young Joins Tempo 
Robert L. Young, formerly of 
the Buda Company and Albert 
Kircher Company, has joined the 
staff of Tempo, Inc., Chicago, in 
direct mail and sales promotion. 
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SIMPLE 


OMPETITIVE news- 
& papers in Boston 
have a busy time try- 
ing te explain why they 
are so far behind the 
linage totals of The 
Herald-Traveler, yet 
the reason is simple. 


“se eee eeeenen eee ee = o* 


Within a 30-mile radius 
ef Boston Common is 
the richest residential 
area of its size in all 
America, and 85% of 
The Herald-Traveler 
circulation is concen- 
trated solidly and con- 
sistently within that 
area. 


seee ea nee ewe ere eee 


It circulates most where 
most money circulates. 


Always First in Boston | 
Often First in America 


HERALB-TRAVELER 


Beston, Massachusetts 


Geerge A. McDevitt Co. 
National Representatives 
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Shortly after the Coast Guard took the picture 
from which the drawing at the right was made, 
Pvt. Theodore J. Miller, 22nd Marines, was killed 
in action. He lost his life trying to save the life of 
another Marine. His picture, incidentally, has been 
used in many ways to help the cause of the men 
fighting the war. This is his last letter home (re- 
printed from Chrysler War Work Magazine): 


Dear Ma: 

Well, I hope you haven't worried too much about me. I just 
haven't been in a position to write. I might just as well tell you 
right now what we have done in the way of fighting. Well, we bit 
three islands in five days at Eniwetok Atoll in the Marshalls, and 
I tell you we were a tired out bunch of guys. 

Ob yeb, you might see my picture in the paper. The 
photographer took it as I was coming back on the ship over the 
cargo net. My name won't be on it, and I had on a heavy beard 
and was real dirty. 

Any chow you want to send will be very much appreciated. Boy, 
am I a chow bound. I was up to 160 pounds, but lost weight in 
those battles. Don’t worry about me. I’m in a safe place. Send all the 
candy you can. Remember those nuts you used to send to Bobh—well? 


Your loving son, Ted. 


ye. “ 3 : 
af... aor. 
eo ee 


Ss 
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HE'S NOT COMING HOME... 


This battle-weary Marine is not coming home. He has 
given his life for the country he loved. He has died so that 
others overseas may come back to a land of hope and 
peace and opportunity. 

When we used his picture in our October page in this 
publication, he was a symbol. He was our army and navy, 
fighting for a free America. He was the mirror of millions 
o! young men enduring danger, dirt, fatigue—and often 
death, so that the glorious tradition of a liberty-loving 
Country might continue. He was the soldier who wanted to 

me home to the America he remembered. 

All that we knew about him was in his eyes and the 
‘ed lines of his face. We didn’t know his name. But now 


‘ know. Regretfully we must report that he was killed 
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while trying to save a buddy on Ebon Atoll in the Marshall 
Islands. May his sacrifice be not in vain. 

Ever since Pearl Harbor, The News has been fighting 
to preserve at home what our men overseas are valiantly 
fighting for. The America that, through freedom of oppor- 
tunity, freedom of expression, freedom from governmental 
check and repression, freedom from bullies, blusterers, and 
bureaucrats, is the greatest and the best country in the 
world. The News will fight, as best it can, to keep it that 
way, so that when our men come home they will find the 


America they longed for and dreamed about from afar. 
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Radio Personnel 
Criticize WWJ's — Sssvoss*Sotieg programs, ou 


as time went on, “more 
‘and greater effort was made by 

the advertiser to emphasize the 

nnouncemen an spot announcement—and call at- 
tention to it—often to the detri- 
Chicago, Nov. 29.—The an- ment of the far more costly pro- 
nouncement by Station WWJ, De-|8'ams surrounding it. So offensive 
troit, that it had advised adver-| became some of the attention- 
tisers it would accept no more| g¢tting sounds on these transcribed 
transcribed commercial announce- | spot announcements that some lis- 


announcements. 
Harry Bannister, general man- 


teners turned away, and thus the 
program sponsors lost their audi- 
ager, explained that spot announce- | 
ments originally were intended | 


Atlass Criticizes Move 


Ralph Atlass, owner of Station 
| WIND, Chicago, saying that all 
stations should have listener satis- 
faction as their primary objective, 


Advertising Age, Decembe; 


ferns “It is ridiculous to elim-|less altruistic than they a 
inate transcribed announcements. Harlow Roberts, time bu 
Many of them are interesting to} Goodkind, Joice & Morg: 


“Now WWJ regains control of| hear. Others are certainly not ob-|clared, “It looks like so: 
the content and manner of deliv-| jectionable. Any class of program|the advertiser can start 
|ery of its spot announcements, to 
|enhance the value of its programs 
land to better carry out its cbliga- 
| tion to operate in the public inter-| sponsibility of accepting or refus-|sell them anything. B 


or advertising presentation must|about. The station is tr 
be judged on its own merit. Every | idealize things. Some peo; 
station has the privilege and re-|to be annoyed by any att 


|ing any program or announcement American system of broac 
| offered it. Unfortunately, some | has survived on this basis. 
stations are owned by companies | they’d rather have the Brit 
who would gain by the elimi-|tem, where the governme 
nation of both radio advertising|them what they ought t 
and radio audiences. Their policy| Perhaps the station need 
could be influenced by motives| programming. Although so 


ments after Feb. 1, 1945, brought 
a rush of adverse comments this 
week. Opinions ranged from mild 
disagreement with WW4J’s policy 
as an “unwise” move at this time, 
to denunciation of the _ station’s 
attitude. | 

In its announcement to adver- 
tisers, the management of WWJ, 
the Detroit News station, said the 
step was taken to better the enter- 
tainment value of its programs 
and “in the public interest.” It 
added that the revolutionary move 
will eliminate the live, singing 
commercial as well as many other 
“catchy but obnoxious” transcribed 


There are | 
gas pumps to 


every mile of 


state highway 
in the U. S: 


The SUPER SERVICE 
STATION magazine is the 
No. I book in this field. 


*Gasoline Pump Mirs. Assn. 


The Irving-Cloud Publishing Co. 


435 N. Mich. Ave. @ Chicago 11, IIL 
Also publishers of JOBBER TOPICS 
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tising Age, December 4, 1944 


rs have built their commer- 
pon a ‘nuisance value’ type 
mercial, they have proved 
pe has sales value. Many 
jone a good job with their 
ibed commercials and those 
re obnoxious, time will see 
ff the air.” 
first reaction of Genevieve 
time buyer for Foote, 
« Belding, was that the sta- 
probably is right.” “It all 
is on the announcements 
elves,” she said. “It’s some- 


|it’s a vital source of income for | mercial.” 


| 


many stations.” 

“Those who first promoted the 
‘annoyance type’ of 
announcement deliberately, wish 
to be well out of it,’’ Stuart Daw- 


|son, director of radio at Young & 


Rubicam, believes. “But banning 
transcribed announcements at this 
time is unwise, because many new 
advertisers can use them to find 
the force of radio advertising. 
There are many good, well thought 
out spot announcement campaigns, 


Norm 


Ryan, asserted, “Spot 


handle an effective advertising 


Heyne of Ruthrauff &|/script in all markets. From the 
announce- | agency’s 
transcribed ; ments, if properly executed, add to! can 


standpoint, a campaign 
be better handled in many 


|the entertainment value of radio.|markets through the use of the| 


them and we feel it’s because we 
have developed a technique.” 
Pointing to the shortage of 
trained announcers and the mar- 
keting value of the transcribed 
announcement, Dave Dole _ of 
Henri, Hurst & McDonald, said, 
“This is no time for any station 


that will have to be ironed 
y all the stations. 


but the station is right to get rid 
of the ‘annoyance type’ of com- 


to be doing that. 
enough trained 


However, announcers 


There are not 


to 


| 
} 


|We’ve had a lot of success with | transcription.” 


One agency man’s reaction, 
given in an off-the-record mood, 
upon hearing that spot announce- 
ments are emphasized to the detri- 
ment of the programs surrounding 
them, was: “If that’s the case, 
something must be wrong with the 
programs surrounding the spot an- 
nouncement. 
commercials are excellent.” 


YOUR BUSINESS ?” 


- IRON AGE 


Chilton sources and influence are world-wide. 
Company (Inc.) has an equal interest in Business Pub- 
lishers International Corp., 


AUTOMOBILE (Overseas Edition); EL AUTOMOVIL 
AMERICANO; INGENIERIA INTERNACIONAL, Industrial 
Edition; INGENIERIA INTERNACIONAL, Construction 


Edition; and EL FARMACEUTICO. 


CHILTON COMPANY (INC.) 
CHESTNUT & 56th STS., PHILADELPHIA 39, PA. 
100 EAST 42nd STREET, NEW YORK 17, N. Y. 


HARDWARE AGE + 
REVIEW OF OPTOMETRY - 
"MERCIAL CAR JOURNAL «+ 


"Sure thing, Son!"' There was a time when the answer was as simple 
as that. But not now! Today you'll have to explain to that hopeful 
inquiring youngster all about Government in business; how during 
the past twelve years there were imposed on top of the natural 
hazards of doing business, bureaucratic restraints and meddling that 
seriously impeded business growth, put a brake on expansion and 
materially reduced the prospect of profits. You'll have to show your 
boy how confiscatory taxes can rob him of the heritage you worked 
so hard to build. You'll have to make your son, still a child, under- 
stand a lot of things that experienced men and women have not 
been able to understand—or would not understand. And maybe 
you'll wind up by saying: "So you see, Son, why | can't promise any- 
thing except that | will continue to work as | have in the past for the 
restoration of the American System of Enterprise." 


We, at Chilton, believe that America can prosper only under a sys- 
tem of American enterprise that allows a man to build for his chil- 
dren... build to the extent dictated by his talents and his willingness 
to work—unhampered or restricted by artificial restraints. And we 
shall continue, without let-up, to expound this belief—historically and 
traditionally American—in our publications reaching many impor- 
tant fields. 


Chilton 


publishing THE AMERICAN 


DEPARTMENT STORE ECONOMIST + 
THE JEWELERS’ CIRCULAR-KEYSTONE + 
THE SPECTATOR LIFE INSURANCE IN ACTION + 


BOOT AND SHOE RECORDER ~ 
AUTOMOTIVE AND AVIATION INDUSTRIES 
THE SPECTATOR PROPERTY INSURANCE REVIEW «+ 


THE OPTICAL JOURNAL 


* MOTOR AGE 
D. & W. 


A good number of | 


IF you like to reach 
rich markets where 
spendable income is 


high—war or no war... 


IF you want complete 
radio coverage in one of 
the best of these markets 
—the East Texas - North 
Louisiana -South Arkan- 
sas region... 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 


v 


THEN USE A 


BIG 


STATION 


v 


TO COVER THIS 


a Ghreveport Times Station 
SHREVEPORT, LOUISIANA 
THE BRANHAM CO 
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Lower Pulpwood 


Receipts Seen 
Likely by WPB 


Washington, Nov. 29.— Settling 
down to year-end conferences with 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN | 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


pulp and pulpwood for 1945, WPB 
officials are none too encouraged 
about the prospects of maintain- 
ing existing allocations of raw ma- 
terials for the production of paper. 

Although Canada has indicated 
that it can continue 1944 levels of 
newsprin. shipments, and that it 
should be able to meet similar 
commitments for pulpwood, it 
seems evident at this time that 
pulp shipments will fall 100,000 
tons below 1944 levels, and that 
pulpwood receipts during the last 
two months of this year will not 
meet schedules. 


“Independent Survey of Providence Bulletin 


past two months are far below the 
| July and August peak, officials 
say, chiefly because of the failure 
of woods workers to return from 
the agricultural harvest and of 
transportation difficulties result- 


Canada on imports of newsprint, | 


Receipts of pulpwood during the | 


ing from a shortage of freight 
| cars. 

| Unless production of wood shows 
|improvement, WPB frankly con- 
|fesses that the shortage of pulp- 
| wood may dictate further curtail- 
ment in paper production. 

Canada is facing a very tight 
wood supply situation during the 
first half of 1945, it is said, be- 
|cause a shortage of water in the 
|streams last summer reduced de- 
|liveries of pulpwood to mills be- 
|low the anticipated volume. Re- 
ports on the current cutting sea- 
son are encouraging, and it is 
hoped that deliveries will improve 
in time to ease the second half of 
the year. 

Shipments of pulp will be re- 
duced from 1,100,000 tons to 1,- 
000,000 tons next year in order to 
meet the urgent needs of Great 
Britain and other allied countries, 
Canadian and U. S. officials an- 
nounced. The necessity of divert- 
ing this pulp is recognized by ali 
concerned, a statement said, 


‘Krell Named Ad Manager 
| Frederick K. Krell has been 
jnamed_ advertising manager of 
| Globe Steel Tubes Co., Milwaukee. 


... and the best comic 


SMALL TOWN AMERICA’S 


Dad reads them as faithfully as the kids. 
And everyone in the family finds information 
and enjoyment in GRIT—Small Town 
America’s favorite for 62 years. 


YOU CAN DO A MORE COMPLETE SELLING JOB WITH 


WELIAMSPORT, PA. 


with more than 500,000 weekly circulation 


All over Small Town America there's 2 
burst of interest every weekend — because 
that’s when GRIT Comes to Town! GRIT 
with its excellent news coverage, features 
for all the family, separate Story Section 


strips! 


gee cAKky: 
se Qe — 
| ® NE — 85 


GREATEST FAMILY WEEKLY 


. | Mfg. Corporation of Georgia, with 
| headquarters in New York. 


| 
| 
| 
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Advertising Age, December 4. \gy 


Network Hooperatings for Novem 5ef 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Sponsor Potal 
1. Terry and the Pirates Quaker Oats 55 
2. Jack Armstrong . General Mills 2.50 
3. Let’s Pretend Cream of Wheat Corp. 2.48 
Most Men: Baukhage Talking, with 0.52 (Cooperative) 
Most Women: Life Can Be Beautiful, with 1.37 (Procter & Ga nb\ 


Most Children: Jack Armstrong, with 1.35 (General Mills) 


MOST SETS IN USE: 
1. Saturday—3-3:30 p. m., EWT........... MET errr eee ee ee eee 199 
No sponsored network programs. : 
Tied for 2nd Place: pos 
Monday through Friday—12-12:15 p. m., EWT............. 18 
Programs: Glamour Manor (Procter & Gamble) 
Kate Smith Speaks (General Foods) 


a EE 0 UN A) ps 185 
No sponsored network programs. 
3. Monday through Friday—11:15-11:30 p. m., EWT.......... 18) 


Programs: Breakfast at Sardi’s (Kellogg) 
Second Husband (Sterling Drug, Inc.) 
Rosemary (Procter & Gamble) 
HIGHEST SPONSOR IDENTIFICATION: 
Aaanit Jenry—- 274545 S POON. With... dni Sec cwcde wes asvenseves 108 
Correct Product 67.2, other 3.6 (Lever Bros.) 


“TOP TEN” PROGRAMS IN LISTENING 


Net- Hooper. 
Program Sponsor Product work ating 
Breakfast at Sardi’s Kellogg Co. Pep Blue 85 
When A Girl Marries General Foods Calumet & Certo NBC 82 
Ma Perkins Procter & Gamble Oxydol CBS 17 
Right to Happiness Procter & Gamble Ivory Soap NBC 7 
Young Widder Sterling Drug, Inc. Various Products NBC 1 
Brown 
Big Sister Lever Bros. Rinso CBS’ 17.4 
Pepper Young's Procter & Gamble Camay Soap NBC 7 
Family 
Portia Faces Life yeneral Foods Grapenut Flakes & 
W heatmeal CBS 7.4 
Stella Dallas Sterling Drug, Inc. Various Phillips Prod. NBC 1.2 
Life Can Be Procter & Gamble Ivory Soap CBS 11 
Beautiful 


Calvin Wood Joins 


Spencer W. Curtiss 


Calvin D. Wood, formerly with 
Leon Livingston Advertising 
Agency, San Francisco, has been 
appointed manager of the Sa 
Francisco office of Spencer W 
Curtiss, Inc. 

Mr. Wood was southwest man- 
ager of Miller Freeman Publica 
tions for a number of years ani 
later joined Buchanan & Co., la 
Angeles. 


Day to Chicopee Lumite 
George H. Day II, for 14 years 
with Yale & Towne Mfg. Com- 
pany, Stamford, Conn., and from 
1939 to 1942 director of sales for 
their Phantom Doorman, elec- 
tric eye door opener, has joined 
the Lumite division of Chicopee 


Mr. 
Day will formulate sales policies, 
as well as direct dealer and con- 
sumer education, on Chicopee’s 
new plastic screen cloth, Lumite. 


advertising 
medium—COVERAGE and READER ATTENTION. You 
get both when your message appears in these select 
Michigan newspapers. 


Two things measure the real value of an 


COVERAGE is guaranteed by the paid sub- 
scriptions that bring these daily papers into 
practically every home in their respective com- 
munities. 


READER ATTENTION is assured by the fact 
that "Home Dailies’ are the papers used as 
family buying guides. They bring your message 
HOME. 


Albion Recorder Marshall Chronicle 


Big Rapids Pioneer Midland News 
Cadillac News Mount Pleasant Times-News 
Cheboygan Tribune Niles Star 


dwater Reporter 
Dowagiac News 
Grand Haven Tribune 
Greenville News 
Holland Sentinel 
lonia Sentinel-Standard 
Manistee News-Advocate 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


national advertising representative 


SCHEERER & COMPANY 
35 East Wacker Drive, 441 Lexington Ave., 
Chicago 1, lll. New York 17, N. Y. 
Phone: STAte 7942 Phone: MUrray Hill 2-2423 
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“and who needn’t—if your advertising 
convinces America’s Wage Earners of 
the Security of Spending 


Here’s a picture of tomorrow— peacetime tomorrow 
—a picture becoming increasingly clear to all of 
us every day. 


Already we know that without jobs for all those 
anxious to work, America stands to lose every- 
thing it’s working for and fighting for. 


Yet, to make those jobs, peace must find a 
customer as big as war... big enough to consume 
(and pay for) half as much again as we produced 
in our best prewar year. 


There #s a customer in America that big...there 
is only one. He is himself capable of consuming and 
paying for the vast EXTRA amount of goods 
needed to maintain total employment. 


That customer—important in the last generation, crucially important 
for the next—is Wage Earner America...the millions of working 
men and women whose Spending can BUY a sound, lasting 
prosperity... whose every dollar can match a dollar’s worth of goods 
as it reaches the marketplaces. 


And nothing can launch the avalanche of these saved-up Wage 
Earner billions like confidence. And nothing in the whole knowledge 
of private enterprise can inspire confidence like advertising—not 
only the mere quantity of advertising to a goods-starved nation— 

but also the kind that transmits to the masses the faith of the 

leaders of industry—the kind that reassures Wage Earner America 

of the Security of Spending. 


But the confidence that your advertising must produce can best 
be created by publications that themselves enjoy wide Wage 
Earner circulation and Wage Earner confidence. 


These have been assets of Macfadden Publications for the past 
twenty-five years. 


Pace-setters and opinion-leaders of the entire Wage Earner 
class, the Macfadden audience is indispensable to the success 
of every peacetime advertising program. 


War Bonds Today 
can be 


JOB BONDS Tomorrow! 


MACFADDEN PUBLICATIONS, Inc. 


TRUE STORY + THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 
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REACHING ONE-HALF THE WAGE EARNER MAGAZINE READING FAMILIES = bes. 
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30 
American Chain Appoints 


J. W. Ackerman has been named 
district sales manager of American 
Chain & Cable Co., Hartford. 


WLIB 


Department Stores 
fo Fly Deliveries, 
Namm Predicts 


1|Namm Store in Brooklyn and first 
| vice-president of the National Re- | 


tail Dry Goods Association, pointed 
|out at a luncheon-conference to- 
|day sponsored by the air com- 
|merce committee of the aviation 
|section in the New York Board of 
| Trade. 

| “Merchandise once available 
|}only seasonably, can be put on sale 
|the year round,” he explained, 
“with exports, now relatively 
|small, becoming important for de- 
| partment stores.” 

“Some department stores,” he 
revealed, ‘‘visualize benefit of air- 
planes for local delivery services 
|and are planning for use of heli- 


New York, Nov. 28.—‘‘Air trans- | 


| 
| 


| 
| 


|| portation will have definite effect | 
/|0n merchandising,” Major Benja- | 
|min A. Namm, president of the | 


| 


copters.”’ 
store, which is exploring this pos- 
sibility, he listed five other inter- 
ested department stores, including 
Filene’s, Boston; the Hecht Com- 
pany, Washington; Mandel Broth- 
ers, Chicago; Thalheimer Broth- 
ers, Richmond; and the Boston 
Store, Milwaukee. 


Describes ‘Commerce Centers’ 


George W. Gerlach, president of 
the Manhattan Storage and Ware- 
house Company, cited the im- 
portance of the warehouse or store 
house in distribution by airplane, 
and declared that “merchandise 
warehouses or global commerce 
centers located in cities with air 
terminals can provide space for 
sample displays, facilities for car- 
rying manufacturers’ stocks of 
such products as drugs, films, 
jewelry and other merchandise of 
value and light weight of which 
the nature is ideally adapted for 
air freight.” 

“Air express tariffs apply be- 
tween upwards of 375 cities,’ the 
meeting was told by K. N. Merritt, 
general manager of public rela- 
tions for Railway Express Agency. 
“These cities are connected by 


In addition to the Namm | 


approximately 45,000 route - miles 
of airlines. In. addition more than 
22,000 airline offices are located on 
the 235,000 miles of the nation 
railroads. Over these rail lines an 
average of 10,000 trains carrying 
express are operated every day. 
Furthermore, Railway Express op- 
erates over-the-road truck routes 
totaling 16,000 miles.” Mr. Merritt 
pointed out, however, that ‘there 
are 90 million people now living in 
communities which are not di- 
rectly served by transport air- 
lines,’ and declared that “even 
with 1,000 cities, instead of 375, 
enjoying direct airline’ service, 
there will still be thousands of 
communities that will continue to 
need the fastest coordinated trans- 
portation that can be supplied.” 


Sees Doubled Tonnage 


John V. Lawrence, managing di- 
rector of American Trucking As- 
sociations, Washington, D. C., fore- 
sees that “coordination of air 
transport with motor freight trans- 
port will at least double the ton- 
nage that would be carried by air 
if airlines handled their traffic 
alone, such coordination to be car- 
ried out between independent 


Advertising Age, December 4, 194 
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WINGS OF TOMORROW—Autogiro 
Co. of America, Willow Grove, Pa, 
ran this one-time ad in the New York 
Times and a dozen aviation papers on 
rotary wing planes, through Harri: D, 
McKinney Agency, Philadelphia. 


motor carriers on the one 
and airlines on the other.” 

Summing up how coordination 
of services of the air carrier and 
those of other groups might work 
for best development of air com- 
| merce, L. F. Bouman, U. S. repre- 
sentative of KLM—Royal Dutch 
Airlines—and secretary to the 
Board of Directors of KNILM— 
Royal Dutch Netherlands Indies 
| Airways—expressed the conviction 
|} that methods could be devised t 
|coordinate international freight 
| forwarders and European air com- 
panies and express companies 
| 


hand 


with motor carriers and _ airlines 
|for dealing with solicitation or 
;pieck-up and delivery services, 
| Warehouses would come in for use 
|} with small stocks of numerous 
products to be kept within ready 
access of retailers and to be 
quickly replenished by air cargo 
transport, he said. 


Yes, 1944 crops in 
Oklahoma are good as 
the following figures re- 
leased by the U. S. De- 


partment of Agriculture 
indicates. 
Oklahoma's 1944 corn 


crop is 51.3% greater 
than the 1943 crop, while 
the U. S. 1944 corn crop 
is but 3.9% above 1943. 


1944 grain 
123.9% 


Oklahoma's 


sorghum crop is 


yreater than the 1943 

crop, while the 1944 

U. S. total sorghum crop 

is up only 46.9‘ over | 

1943, 
KVOO, Oklahoma 
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y 50,000 watt station 
listened to reqularly by 
people 
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Nice Going 


— a look. Now look again. You're not seeing 
things. It’s the postwar offspring of today’s 
invasion monsters. 

Far-fetched? Not at all. Wartime boatmakers had 
to build them. And in doing so, they laid the keel 
of your boat-car of tomorrow. 

America’s peacetime waterways will swarm with 
new types of streamlined pleasure cratt like what 
you see above. 

Want to shop through tomorrow's boat catalogs? 
Listen to this: 

~Non-magnéfic cabin cruisers that will never need 
calking or painting. Rot-proof, corrosion-proof, 
worm-proof, 

-Ship-to-shore radiophones as standard equip- 
ment, 

-Hulls of plywood covered with resilient plastic, 
easily molded into vurret-type superstructure; 


scratch-resistant, impervious to sun and water, 
topped with transparent “bubble” for helmsmen. 


—Non-skid decks of pure sheet and molded plastic. 
—Light, economical gasoline or diesel engines 
with amazingly efficient power-to-weight ratio. 
—Cleats, tackle and other sailboat fittings of high- 
tension plastic. 


—New stranded stainless alloys of tremendous 
strength, borrowed from the aviation industry, in 
place of clumsy wire rope rigging. 

—In sailboats, hollow spars to house ropes for 
handling sail. 


—Outboard motors powerful and silent as dyna- 
mos; made of new heat-resistant, non-corrosive 
metals, burning high-octane fuel, equipped with 
quiet under-water exhausts. 


Shallow-draft, double-hulled passenger boats 


VCETT PUBLICATIONS, INC. * WORLD'S LARGEST PUBLISHER OF MONTHLY MAGAZINES 


FAS so Baer ce ren pete ee 


ie 


capable of carrying 125 passengers at 40 m.p.h. on 
inland water-courses; boon to areas lacking good 
overland transportation. 


The editors of Mechanix Illustrated have known 
about the above developments for months and 
even years, and have been reporting them as fea- 
tures in our editorial columns. What’s more, these 
features have been collected into a new $2.50 book, 
Your World Tomorrow, which is selling by the 
thousands today. 


The editorial strides of Mechanix Illustrated have 
been signally recognized by advertisers. Our adver- 
tising revenue, for the first 7 months of 1944, €x- 
ceeds our total for the entire vear 1943. 


* . o 
Fawcett Publications, Inc—New York 18: 1507 
Broadway... Chicago 1: 360 N. Michigan Avenue. 


Edward S. Townsend CO: I OS In Te les 4, Pac fie 
Mutual Building—San Francisco 4, Russ Building. 


- MECHANIX ILLUSTRATED 
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bile trade papers. It is typical of 17 special campaigns, 
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Galvin Names Two 


Division Heads 

Walter H. Stellner, head of the 
Washington office of Galvin Mfg. 
Corporation, Chicago, maker of 
Motorola radios, has been appoint- 
ed vice-president to head a new 
home products division. 

Elmer H. Wavering, formerly 
sales head of the car radio division 
and later head of the quartz 
crystal division, becomes  vice- 
president of a new automotive di- 
vision for the company. 


THE DAILY BUSINESS NEWSPAPER OF THE 
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Cory Expands 
Coffee Brewer 
Campaign for ‘45 


Kent Company to 
Confine Sales 
to Coffee Sets 


| 


Chicago, Nov. 28.—rn a greatly 
,expanded advertising and promo- 
tion campaign, Cory Glass Coffee 
|;Brewer Company will run _ half 
and full page four-color adver- 
'tisements for the first time in 11 
national magazines next year. 
Total advertising expenditures, 
|including those for dealer aids 
|}and dealer cooperative newspaper 


and spot radio ads, will run about | 


$500,000. 

Although the company has pre- 
viously used copy in some general 
magazines, those ads have been in 
black and white only, and Cory 


has relied principally on coop- 
}erative advertising with dealers 
who have employed newspapers 


land radio. It has also furnished 
| window and counter displays in 
| the past. 

E. H. Sager, advertising and 
sales manager, said today that six 
insertions would be placed in 
Ladies’ Home Journal, with fewer 
insertions in other women’s maga- 
zines. Magazines of general circu- 
lation will also carry some of the 
ads, he said. The magazines will 
provide a total readership of 63,- 
500,000. 

The themes, “Of course, it’s a 
Cory” and “The only all-glass 
coffee brewer,” will feature the 
consumer program. Two-color ad- 
vertisements scheduled for 13 
business papers will emphasize 
Cory’s expansion of advertising in 
the other publications. 

H. G. Blakeslee, general man- 
ager, pointed out that color will 
also be used in new lithographed 
window and counter displays. He 
said the company also will in- 
augurate a mat service for dealer 
fuse, and the entire program, 
'termed the “greatest national ad- 


| vertising campaign in glass coffee 


brewer history,” is set forth in a 
brochure for dealers. Illustrations 
in all media will, he added, feature 
the company’s best selling model, 
1 two-burner household unit of 
eight-cup capacity. A few will 
also emphasize the patented Cory 
glass filter, which is frequently 
sold separately. ’ 

The account is handled by Weiss 
& Geller. 


Only Coffee Sets by Kent 


Kent Products Company, Chi- 
cago, manufacturer of the Kent 
coffee brewer ensemble, will for 
an indefinite period continue to 
confine its production to the coffee 
set, J. R. Middleton, advertising 
manager, told ADVERTISING AGE. It 
will not resume production of elec- 
trie toasters, hot plates, and other 
products until the war ends, he 
said. 

The company, through Irving J. 
Rosenbloom Advertising Agency, 
currently is advertising the set in 
newspapers on an irregular sched- 


ule. Full-page, four-color ads 
have appeared in Chicago and 
New York Sunday supplements, 


|and ads ranging from 375 to 1000 


lines have appeared in various 


METAL 


rs 


METAL 


LAs a= METAL 
PRODUCTION <= WORKING == FABRICATION 


METAL 
> APPLICATION 


at the time when he is most alert to new ideas. And 
advertisers have found that interest highly responsive. 
Their investment in it is paying dividends. 


busy metal men, keeping tab on new ideas, new _ 
aterials, new processes is vitally important. But time _ 
is important, too. There’s never enough time to scan 
the hundreds of magazine articles, technical talks, new 
books and new literature that carry the flood of metals 
information each month. 


So metal men welcome the METALS REVIEW. It's the 
one paper that DIALS for each Metal Man, the items of 
special interest to him. He reads it regularly, religiously, j 


METAL 
> ENGINEERING 


he 


Put this special interest to work for your products. 
Space in the METALS REVIEW is still available. Tell 
your sales story in its interesting columns. Send for 

complete details now. 


TE METALS REVIEW 


THE MONTHLY SURVEY AND DIGEST OF WHAT’S NEW IN METALS 


7301 EUCLID AVENUE « « « CLEVELAND 3, OHIO 


A. P. FORD 
7301 Euclid Ave., Cleveland 3 


Endicott 


1910 


DON HARWAY 
816 West 5th St., Los Angeles 13 
Mutual 8512 


CHESTER L. WELLS 
1] West 42nd St., New York 18 
Chickering 4-2713 


Advertising Age, December 4, |94 


rotogravure sections in 1 
papers at various points throvg 
out the nation. 

Newspapers seemed to mee: { 
present needs of the compan: 


its dealers, Mr. Middleton 
adding that later the con 


probably will advertise in bus ne 
| papers and national magazin 
The current ads feature o 


|}several models distribute’ 5 
|Kent. The advertised mode} 
|priced at $8.95, includes a two. 
piece coffee maker, a_ patente; 
automatic time-filter which pro. 
vides for delayed filtration, a hie: 
and-flame-proof coffee serve, 
sugar bowl, cream pitcher, ap 
ivory plastic tray with mirro, 
The sets are available in severg) 
color combinations and deale 


also retail the brewing units sep. 
arately. 


Vaculator Seeks Home Users 


Heretofore a _ restaurant ite 
only, the Vaculator Pyrex coffe, 
maker is bidding for home user: 
through an extensive advertisin: 
and promotion campaign spon. 
sored by its maker, the Hill-Shay 
Company. 

Hinged on an “insurance policy 
that guarantees users their money 
back if, in their own judgment 
Vaculator does not give them “the 
\best cup of coffee they eve 
tasted,’ the advertisements are 
being placed in national magazines 
with a combined circulation of 
|}over 46,000,000, and in 12 trade 
| publications. 

Sales brochures for _ jobbers 
|window displays, streamers and 
handbills are included in the pro- 
|motion, which is planned to rw 
through the first six months of 
1945. Agency is Burton Browne 
Inc., Chicago. 


Publishes New Book 
on Selecting Salesmen 


“The Scientific Selection 
Salesmen,” by J. L. Rosenstei 
|director of Personnel Researct 


Foundation and vice-president o! 
|the Sheldon School, Chicago, ha: 
| been published by McGraw-Hil 
|Book Company, New York. The 
price is $3. 


The volume describes in deta 
the methods used in analyzing 
|}some 15,000 sales applicants 


| well as employed salesmen in : 
variety of fields, and gives man: 
specific instances of how scientifi 
|selection techniques have im- 
proved sales force quality, both i 
|relation to new men hired, and 
| by discovering and pointing out t 


|existing salesmen methods by) 
which they can improve them- 
| selves. 


| Ayer Names Zachrisson 


' Carl Zachrisson has been 4p- 
| pointed vice-president in charg 
|of service of the San Francis¢ 


| office of N. W. Ayer & Son 
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and its abilities 


* The hundreds of ¢ 


that are normally p 

your life were mere n 
tions until the grou; at 
composed Creative “ 
put their energies ! a 
them and employed 


masses of people to 
them available to the p 
These people find the 
laxation in the legitima! 
atre and read The Pla 


PLAYBILL, INC. 
NEW YORK 12, N. 
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Stetson ad prepared by 
Kenyon & Eckhardt 
Nabisco ad prepared by 
McCann-Erickson 
Ansco ad prepared by 
Young & Rubicam 
Gaines ad prepared by 
Benton & Bowles 


Loose Talk 
can cost Lives! 


Camies vighted. ome Aaercam opruts wer vigh 


Keep it under 
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Stenoe Vice Feke* Process... $7.50. 


“tee C8 Pet. uf. 


Here is @ picture taken on the new Ansco Color 
tole 


Ty emall amount of 
40, the Army. Navy 
been using the bulb 


ol Whe d 1 pust as it should be! 


More Ansco Color coming! 
But plese be patient More and more Ansco Color 
will be released gradually ..althuugh it may take 


our much needed 


Ansco film 


a while to find ts way to vour dealer's shelves 

We want vou to knew about \usew Color im ad 
vance because wv hele if will aff! vervhedy whe 
© wervomsly rmtrrested 1 photography 


Lead o belping band! 
Do + vital job for your country by helping harvess 
food 


Get paid for vour spare time...week ends...1 o 


# dave 4 week 


to make our 


Ansco 


oe teres-e.; 


farmers Aghe Ameo 


sour vacation periods. tn help 
fomnl frgghet for treeckown Vesoe sumer 


ment Serie Office and tell them vow 
mn the © S. Crop Corps* 


Sur MOT WAR BONDS: 

Anne, Binghamton, New 
Vor A Divison of General 
Ambine & Files Corporation 


cameras 


picvenemepeenr ay 


Be sure there's plenty of “energy” 
food in the diet of that young 
“war worker” of yours who is col- 
lecting more waste paper than 
any youngster in the block. Give 
her plenty of the crunchy, deli- 
ciously sweet Nabisco Graham 
Crackers she loves. They digest 
quickly, are completely whole- 
some. Make Nabisco Graham 
Crackers a regular part of your 
wartime diet. No points needed! 


NATIONAL 


(masisco 


BISCUIT COMPANY 


BAKED BY NABISCO 


Speak for America’s Favorite Dog Food? 
you BET/ 


by « 
Ws the Lind of meal that 
Yo dogs ch Devt. Amer 
a : 
licking good itl) m. 


with joy at the very the 
actual tests among ¢ 
U 


Js of dogs tasting 

#10 dogs 
wagging, 
tr 


A 14-Yeer Record of 
Overwhelming Seccoss! 
This is the dog food—the identical beand~ 


that, for over 14 years, has been the trusted 
stand-by of profeassonal breeders — big kennel 
owners — whose daily bread and butter depends 
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4 STEPS FORWARO 
when you feed 
him Gaines! 


Fd tanancrttarbe, 
s 


“ raising fine dogs, and on keeping tem 
pan 6 ia ene 
n 


asd. So at yaar dealer's, 
the luge st-selling dog 
food in the whuke Ua. d dt.test 


fF docwsil have te be natural to be a good wan ad | 


hat could be more natural than that the Stetson 


lat ( 


Hour 

Xpri 
fF 
at 


f 


() 


inpany should aid the government’s Button 


p campaign by making good use of the old 


ion: “Keep it under your hat”? 


ing this, they gave the familiar saying a twist 


made “Keep it under your Stetson” as effec- 


this war theme as it is for the product. 


urse, few advertisers were so fortunate as to 


ich a natural tie-in with a war theme. Yet see 


me of them have overcome that handicap. 


0 advertises its new color film effectively, yet 


s half of its copy to urging the reader to join 
~— c J 


the U.S. Crop Corps. National Biscuit Company 
combines hard selling of Nabisco Graham Crackers 


with a strong 


salvage. 


And Gaines Dog Food does a fine job of “speak- 


urge to take part in waste paper 


woven into the structure of your advertisements, if 
only by a twist of thought or a turn of phrase. Let’s 
all remember that “Every little bit helps” in improv- 


ing the already splendid job advertising is doing to 


ing for Gaines” while giving the dominant position 


to Uncle Sam’s hush-hush campaign. 


So before you say: “But my product does not 


lend itself to war advertising,’ 


what others are doing. 


> take a good look at 


No matter what your product, no matter what 


your sales problems, a helpful war message can be 


help the war effort. 


Young & Rubicam, Inc. 
ADVERTISING 


New York * Chicago + Detroit + San Francisco 
Hollywood + Montreal + Toronto 
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Praises ‘AA’ Article 

To the Editor: In the Sept. 11 | 
issue of ADVERTISING AGE the fol- | 
lowing article appeared, “Point of | 
Purchase Group to Develop $300,- 
000,000 Field.” This article ap- 
peared as the result of an inter- 
view given to Mr. Hughes of your 
staff in New York. 


It gives me great pleasure to say | 


to you at this time that the reac- 
tion we have had in the advertis- 
ing field due to this article is little 
short of spectacular. 

Such results can onlv be credited 
to the many interested readers 
of ADVERTISING AGE and to Mr. 
Hughes’ interest and keen under- 
standing of the potentialities of 
point of purchase advertising. 

CuiFrorD E. Hopper, 

Point of Purchase Advertising 

Institute, New York. 

v v v 


Permission Granted 


To the Editor: We would like 
to congratulate you on your splen- 
did chart, “Percent of Net Sales 
Spent for Advertising and Selling,” 
in the Nov. 6 issue of ADVERTISING 
AcE. We have been looking for 
something on this order for some 
time. 

Would you be so good as to give 
us permission to reprint this chart? 
It will be distributed to a select 
list of business men in the mid- 
South. Of course, there will be a 
credit line. 

(Mrs.) DELIA Morrison, 

Merrill Kremer, Inc., Mem- 

phis, Tenn. 
v v v 


‘Foreign Service’ Tells 


Own Circulation Story 
To the Editor: With reference | 


to the article by Stanley E. Cohen | 


(Nov. 13 issue of ADVERTISING AGE) 
on the subject of magazines which | 
command an impressive circula- | 


tion coverage among the armed | 


forces and overseas, we are happy 
to contribute the following facts: 

Beginning late in 1942, our mag- 
azine has been mailed direct to 
members of our organization serv- 
ing with the armed forces over- 
seas. The enclosed statement for 
the first three quarters of 1944 
will show our overseas circulation 
growth from 131,340 copies in 
January to a point in excess of 
339,000 with the December issue. 

To date no advertising has been 
eliminated from the pages of our 
magazines being mailed outside 
the United States. 

From all the information that 
we are able to obtain, our maga- 
zine apparently enjoys the largest 
overseas circulation of any publi- 


cation containing advertising copy. | 
information that | 


Because the 
appeared in Mr. Cohen’s article 
contradicts the assurances that we 
have been giving to our advertis- 
ing clients during the past two 
years—we respectfully request 
that the correct facts be noted in 


an early issue of ADVERTISING AGE. | 


Foreign Service has been the 

official publication of the Veterans 
f Foreign Wars of the United 

States since 1913. The subscrip- 
tion fee is included in the mem- 
bership dues of those who are 
eligible to join. Men serving in 
the armed forces in this war are 
eligible to membership as soon as 
their service takes 
the continental limits of the United 
States. To date, approximately 
500,000 men with records of serv- 
ice in the armed forces outside the 
U. S. A., in this war, have joined 
our organization. 
that includes approximately 339,- 
000 member-subscribers overseas 
currently getting our magazine. 
We can add that our membership 
and circulation increase is follow- 
ing a trend of approximately 1,000 
per day. 

Because of the effect of this tre- 
mendous circulation increase on 
our paper tonnage quota, we are 
now faced with the immediate 
necessity of freezing our overseas 
circulation at its present point. It 
appears likely that we will be re- 
quired to serve new member sub- 
scribers, who join after Jan. l, 
1945, with a substitute edition 


ie ee gk ae ; 


them beyond | 


This is the group | 


Sg GER Pa Sipe eae 


will be 
this 


| from which advertising 
eliminated. However, 


“This department is a ng s forum. Letters are welcome. 


new | 


policy will not affect our present | 


overseas circulation. 
BARNEY YANOFSKY, 

Foreign Service, Kansas City, 
Mo. 

; 7 VF 
Simple Appeal 

To the Editor: When we re- 
quested from our agency, Fuller 
& Smith & Ross, Cleveland, that 
our December space in the busi- 
ness executive publications be de- 
voted to the 6th War Loan rather 
than to featuring Fiberglas prod- 
ucts—the men at F&S&R came up 
with an advertisement which, we 
feel, is outstanding. 

Undoubtedly, you are going to 
receive, either for analyzation or 


| editorial comment, a great number 
of advertisements aimed at the 
promotion of the 6th War Loan. 
When you lay all of these before 
you for review, we think you will 
| agree that here is a winner—in its 
appeal, for effective layout, for | 
simplicity of message. 
PauL W. AUSTIN, 

Advertising Manager, Owens- 

Corning Fiberglas Corpora- 

tion, Toledo, O. 
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Adman Helps Brief 


Wartime Crews 


To the Editor: Yes, I like it— 
in fact, each time an issue of the 
Pony Edition comes in, I have 
been meaning to take you up on 
your front page box. 

As it is now over two and a half 
years since I left the Charles W. 
Hoyt Company, New York, to con- 
centrate my time and attention on 
the Air Corps, advertising seems a 
long ways off, and it is good to 
get the news and views of the 
business. 
| My particular position, the group 
|intelligence officer of a heavy 
bombardment group, my most im- 
| portant job, briefing crews, 30 and 
40 of them at a time, giving the 
| boys all the help we can to get 
to the target, hit it and then get 
them back home—a real well-run 
briefing might be compared to a 
good, complete presentation of a 
| year’s campaign to a client — and 
| then after the boys get back, our 
job is to interrogate them and find 
|out all that happened. It is inter- 
esting work—but over here we are 
|/not kidding ourselves—it looks like 
la tough winter against a very 
|tough and determined foe — the 
|Hun is not finished yet. That is 
about the news from over here— 
keep sending the news from over 
there. 

Masor WINTHROP Hoyt, 

c/o Postmaster, New York 

| City. 
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Praises Pony Edition 


To the Editor: 
would be interested in the enclosed 


I thought you | 


\I know 


oe 
thanks to you. They keep me 
abreast with the world of adver- 


tising better than any publication 
of — because they are 
slanted toward the men in the 
armed forces. A fellow learns a 


| great deal in a little space. I’d cer- 


} 
| 
} 


which I clipped from a letter that | 


I just received from a friend down 
in Camp Claiborne, La. 

It shows how much they do 
appreciate the Pony Edition of 
ADVERTISING AGE: 

“Mac, I can’t say enough words 
of praise for the Pony Edition of 
ADVERTISING AGE. 
and October 


The September | 
issues are at hand— | 


tainly appreciate being added to 
your mailing list to receive Ap 
AGE’s Pony Edition each month, 
as I note that is the only way a 
soldier can receive a copy. I do 
want you to know, Mac, how 
grateful I am to you for remem- 
bering me.” 
F. H. McManon, 
Hearst Advertising Service, 
Los Angeles, Cal. 
7, a 


‘Extension’ Uses Posters 


To the Editor: Am enclosing 
herewith two posters which I 
thought might be of interest to 
you. 

We have received so Many re- 


| 
} 
| 


| 
| 


quests in recent years from schools 
and colleges for material to use in 
classroom work, that we have pre- 
pared the enclosed posters. The 
thought occurred to me that per- 
haps some of your readers might 
be interested in them; at any rate 
I would like to have your com- 
ments. F 
HucuH J. BLAKELEY, 

Director of Advertising, Ez- 

tension, Chicago. 

[Editor’s Note: The giant-size 
posters, printed in black and an 
extra color, with copy and illus- 
trations show the intricate steps 
involved in choosing manuscripts 
for Extension and preparing them 
for final publication; and tell how 
a large number of _ illustrators 
handle the task of brightening up 
stories and non-fiction pieces for 
the national Catholic monthly 
publication. ] ; 

vv" VV FF 
Rain, Rain 


To the Editor: In the Nov. 11 
issue of The Saturday Evening 
Post, Page 44, is a perfect example 
of editorial cooperation, as per 


|}enclosed tear sheet. 


The Chase Brass & Copper Com- 
pany advertisement on this page is 
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headed “Showers tonight ap; 
every night!” and the cartoon o 
the same page reads: “Now + ia 
strange—Richard bet me a quarte, 
it would rain before 3 o’cloc:.” 

Also in the Chase ad, the mooy 
and stars are plainly evident , _ 
rather unusual with “Showers to. 
night and every night!” 

Perhaps this tie-up between eqj. 
torial content and advertising wij) 
be of interest to other revula 
readers of your department. 

F. LovuIsE Hat. 

Advertising Department, Grit 

Publishing Company, Wil- 

liamsport, Pa. 

+ = © 


Complete with ‘Doodles’ 


To the Editor: Gump’s (the S, 4 
G. Gump Company), San Frap. 
cisco’s famed art dealer and ip. 
porter, and our agency huddled 
and out of it came “Memo Today; 
an old idea complete with “doo. 
dles,” but with an entirely differ. 
ent ‘approach. 

Mrs. B., Mr. B., and Mr. Bs 
secretary are the three characters 
who write the memo’s and do a 
neat job of doodling. Other char. 
acters enter the picture from time 
to time, but its running plot js 


Men Who Know 
This Market Best 


JOSEPH ROSENBERG, General 
Merchandise Manager and Vice- 
President of The Peerless Com- 
pany, one of the leading women’s 
apparel stores in Troy, New York, 
says: “123,000 potential customers 


are within a 314-mile radius of our 


store. 


tising 


Record Newspapers - 


We are spending our adver- 


dollars exclusively 


buy.” 

i. ee 
you can tell 
“everybody” 


Newspapers, 


in The 


- their com- line. 


plete coverage of this big market 


makes an outstanding advertising 


Troy is a BIG market and 


your sales story to 


through The Record 
Troy’s 


only dailies. 


They give you complete coverage 


at ONE low cost of only 12c per 
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main'y based on the struggles and) Join Glenmore Sales Three Join CAB KFUN to Rambeau 


‘als of the Nob Hill “B” famil , 
» their two children and Mr..|_ Edmund G. Ladd has been ap-| Station CKFI, Ft. Frances, Ont.,) Myron Elges has rejoined the| Station KFUN, Las Vegas, N. M., 
3 te problem brother, Fred. Nat- pointed Michigan manager, and|CKNW, New Westminster, B. C.,| western division sales staff of the | has appointed William G. Ram- 
)v. they’re all Gump custom-| George H. Weigel has joined the|and CHPS, Parry Sound, Ont.,| Blue Network, a post which he| beau Company, Chicago, as its na- 
ura sales staff of Glenmore Distilleries,| have become affiliated with the | left in July to join Hillman-| tional. representative. 

Louisville, Ky. |Canadian Association of Broad-|Shayne-Breyer, Los Angeles | 


Elges Rejoins Blue 


ad giving a thumbnail 


casters. 


sat of all the persons involved * _ | agency. 
- Three Appoint Ridgway een —_—— | ADDRESSING 
Ridgway Company, St. Louis) Names Carter-Owens To Ross Llewellyn FILL-IN 
agency, -has been appointed to Davidson Meat Company, Chi- 4 =a ° 
handle advertising of Atlas Abra-| cago purveyor, has appointed Car- Conlon Corporation, Chicago, John a McElwain & Ce. 


manufacturer of washing ma- 
chines, has appointed Ross Llew- 
ellyn Company, Chicago, as adver- 
tising agency. 


ter-Owens Advertising Agency, 
Kansas City, Kan., to direct adver- 
tising. Business publications will 
be used. 


sives Corporation, Brooklyn, Fan- 
chon & Marco theaters, St. Louis, 
and General Engineering & Mfg. 
Company, St. Louis. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


250 


ee SS 


GUMP'S Svea? 
is being planned for the near fu- 
ture now that the family has been 
established. Meanwhile, their fans 
seem to be enjoying hugely look- 
ing over their shoulders and shar- 
ing their family secrets. 

This type of advertising was hit 


— ape WPF peer and its current consumer advertising program, “Your 
rather than out-and-out retail A . 
copy. It comes as a pleasant sur- PRACTICAL BUILDER’s audience of 56,000 contractor- Postwar Miracle Home Is Ready Now and Waiting” 


prise to the Gump management 
that the mere hints at merchandise 
ind prices have upped sales no- 
ticeably; and moreover, that the| 
series has prompted a flow of con- | 
gratulatory letters from apprecia- | 
tive ad readers. | 
The advertisements, mostly oc- | 
cupying 168-line space, are ap- 
pearing three times weekly in the | 
San Francisco Chronicle, twice a 
the Call-Bulletin and once in the 
News. “Position” in the crowded 
advertising columns has ceased to 
be a problem, inasmuch as each 
of these little ““Memo’s” practically 
“owns” the page, striking what 
newspaper advertising men term a 
new high in attention-value. 
Enclosed is a proof of a typical 
insertion in this series. 
BETTY CHURCH, 
Knollin Advertising Agency, 
San Francisco. 


Rise of ‘Washington Post’ 
Chronicled in ‘Fortune’ 


How Eugene Meyer purchased 
the Washington Post in 1933 and 
the manner in which he has built 
up the newspaper to the present 
day is the subject of an article 
titled “Rise of the Washington 


Post,” appearing in the December In 1938, it was “Smart People Build Before a Boom”; SOOOUNLOW —Babemeed tect, dinination cf teats cnt 
ssue of Fortune. : « i co 
The Mss aibiaic-at Mita in 1940, “The Only Real Security—A Home of Your cold floors. 
lon and advertising volume over 
the ten-year period of Mr. Meyer’s 
enure, and reveals that the paper Closing date for January Issue—December 10th 


— to reach $500,000 net in 


THAT 194V MIRACLE HOME .... 


Will it have walls of INDERON, fastened to a 
WIRE LUMBER frame with CYCLEWELD adhesive... 
THERMOPANE glazing . . . MODUFLOW heating?* 


builders—the men who are going to do the building all 
the talking is about—will find the answers to these and 
hundreds of other questions in the January, 1945 Market 
Place Issue. 


In that issue, PRACTICAL BUILDER’s Editors will tell 
the building world how postwar structures will be built 
—what new products will be ready for use—what meth- 
ods have been developed for greater building speed 
and lower cost. 


Builders will learn about such things as colored alu- 
minum, plastic paints, wood with the qualities of steel, 
pocket size heating equipment, pneumatic curing of con- 
crete, combined heating and air-conditioning, insulated 
glass walls, wallboards with startling properties — in 
short, the January Market Place Issue will provide the 
builder a complete exhibit of what will be ready for 
builders to buy and use as soon as restrictions are 
removed. 


As it has consistently, ever since its founding, PRAC- 
TICAL BUILDER once again demonstrates a vigorous 
type of publishing and editorial leadership in anticipat- 
ing and meeting the needs of its industry. 


Own”; in 1941, “Building and the Defense of America’; 
in 1942, “Building Will Go on in 1942—Practical Builder : 
Tells How”; in 1943, PRACTICAL BUILDER’s now famed 
“debunking” of the revolutionary postwar home; in 1944, 
PRACTICAL BUILDER’s “Postwar Miracle Home” issue, 


(reaching 30,000,000 people). 


It is this kind of publishing leadership that has built 
for PRACTICAL BUILDER the largest reader audience of 
any building publication. 


And it is the same leadership that creates for the ad- 
vertisers in PRACTICAL BUILDER the nation’s largest au- 
dience of responsive and qualified contractor-builders. 


For a comprehensive picture of the building market, 
see our eight-page market and publication analysis 
in the 1945 Business Publications Edition of the Market 


Data Book. 


** INDERON —Plastic coated plywood, structural product. 
virtually indestructible, comes in variety of 


permanent colors. 


WIRE LUMBER —New steel structural system using welded 
steel wire and insulating concrete. 


CYCLEWELD —Adhesive with unsurpassed sticking quali- 
ties. Will bind any material with any other 


material. 


THERMOPANE —Insulation, radiation and soloration with 
panes of glass. 


Free from crackpot influence so often seen in post- 
war home planning is this practical, postwar home ; { 


designed for PRACTICAL BUILDER. Planned from , 
the inside out, it features a flexible plan, has dual t 
purpose rooms and merges gracefully with the 
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Dartnell Issues Report 
on Salesmen’s Plan 


Dartnell Corporation, Chicago, 


has issued report No. 516, on “Cur- 
rent Compensation Plans for 
Salesmen.” The report outlines 


current trends in sales compensa- 
tion with case histories in a num- 
ber of fields as well as sample 
charts and graphs. 


The report is available at $5|FTC Clings to Anti-Monopoly 
Role in Trademark Discussions | 


from the Dartnell Corporation, 
4660 Ravenswood Ave., Chicago 40. 


“NO BURTON BROWNE CLIENT 
HAS A COMPETITOR 
WITH BETTER ADVERTISING” 


BURTON 
BROWNE 


nm 
113333 


ADVERTISING 


619 NORTH MICHIGAN AVE. 
CHICAGO 11 © DEL. 3800 


| 


30.—An FTC 
this week, 


Washington, Nov. 
anti-trust complaint 
coupled with the 


By STANLEY E. COHEN, Washington Editor 


Commission’s | 


opposition to the Lanham trade-| 


mark bill, 
cance of a statement by Chairman 
Robert E. Freer, who points out 


that control of misleading adver- | tee to protest the Lanham trade- 


tising is but one of the functions 
of the agency in relation to busi- 
ness. 

Supporting western Senators 
who are fighting for decentraliza- 
tion of industry, the anti-trust 
action charged that the 
leading lead and paint firms main- 
tain an 
rangement resulting in ‘‘unjust and 
unlawful discrimination against 
farmers, miners, manufacturing 


nation’s | 


illegal price control ar-| 


underlines the signifi- | 
| monopolies, 


|industries and consumers is North} 
Central, 
Western states.” Based on the 
Robinson-Patman fair trade act, it | 
hits such firms as Sherwin-Wil- 
liams, Glidden Company, Ana- 
conda Copper and National Lead. 

Also in its role of foe of the 
FTC sent witnesses 
before the Senate patents commit- 


mark bill, and ask for specific 
authority for FTC and other agen- 
cies to challenge registration of 
any mark which they feared would 
result in monopolies against the 
public interest. 

The Commission is also pushing 
for authority to enlarge its pro- 
gram for the collection of financial 
statistics, and it is dusting off the 
Webb-Pomerene Act which could 
enable it to play a big role in for- 


For Your Newer 
Shoe Salesme 


vertising by suppliers. 


in the future. 


Yes, 


OUR EDITORS LIKE 
AND OUR READERS DEMAND 


Every now and then an enthusiastic Boot and Shoe 
Recorder reader volunteers the statement that he finds 
the advertising pages as interesting and valuable as our 
editorial matter — and would like to see even more ad- 


Does this bother our editors? It does not! They, too, 
are enthusiastic about the advertising that appears in 
the Recorder. They’re proud that their editorial alert- 
ness and integrity have built a publication and a 
reader audience that leading footwear advertisers 
and the best creative advertising brains consider 
important and one that calls for constructive, in- 
structive advertising copy. 
Just take a glance through the advertising 
pages in any recent Boot and Shoe Recorder, and 
you ll see what we mean.... There’s something 
to interest every merchant and his salespeople 
. . . informative messages on styles, leathers, ac- 
cessories, merchandising helps, sales ideas. 
How about your own product or service ad- 
vertising story? Recorder readers are hungry 
for still more sales and profit news — news 
that will benefit them and you, today and 


every issue of the Recorder is 
eagerly read —and acted upon. Your con- 
sistent advertising in its pages will always 
get attention —and the results you seek. 


1} 


A Chilton @ Publication 
100 Gast 42d Street, New York 17, N.Y 


| eign 


Rocky Mountain and far | 


trade. 


operating under 
U. S. Chamber of Commerce pro- | 


Advertising Age, 


| Recently when FTC} day 
|examined the records of Webb Act! will 
export trade associations already | After Army and Navy office; 
its authority, the| exercised 


December 4 


supply of parts, 


PLO \ictio, 
be 40% 


above that. 


their priorities, .}, : 
20,000 of the 70,000 tickets th, 


tested that the examination was a| Army-Navy game in Baltim 


“fishing expedition” 
violations. The 


in search of 
Commission 


fied for the benefit - industry. 
Lid: Having wane decisively 
toward free discussion of recon- 
version problems last September, 
the administration policy line now 


|zags sharply away, the lid on V-E 


Day news resembling last sum- 
mer’s ‘silent stare” era. Officials 
are gun-shy after September’s 
over-optimism. Maintaining a safe 
“we need more of everything” 
attitude, they indicate that V-E 
Day plans will remain under lock 
until V-E Day. Crossed Signals: 
With each worried official inde- 
pendently contributing his bit to 
the “sitdown strike” on non-war 
production news, incongruities re- 
sult. For instance, an official at 
the Office of Contracts Settlements 
tries to discourage discussion now 
of methods of preparing for termi- 
nations. Yet across the river, War 
Department mimeographs turn out 
bales of information on the sub- 
ject as Army Procurement officers 
seek to stimulate interest in this 
vital pre-V-E Day problem. 

Fate: If any mechanical refrig- 
erators are built under the spot 
authorization order, they must go 
into the stockpile of refrigerators 


| rationed only to essential users. Of 


| 700,000 on hand in February, 1942, 
| only 48,000 remain in the stockpile. 


Industry estimates that unless in- 
|ventories of parts are built up by 
| V-E Day only 1,205,000 refrigera- 


after Germany falls. 


mained for war bond buy: 


said|second comment on the a) nel 
|it was merely trying to find out! : 
|how the Webb Act could be clari- | 


;ments asserts that Gillette 
one of the best advertising | ; 
the year when it arranged ey 
clusive Army-Navy © brosdeas 
rights for $25,000. Humor?: 


Sor 


| Department of Commerce wit. pe 


| haps, 


must have thought | 
title for a December “D, 


, 
ul 


lest) 


Commerce” article headed © Yea: 
Rises to Fill Vital Role.” 
og cg * 
Returns: War Food sold $23 
000,000 worth of surplus food j, 
October. Brand name commoditie 


|the quantity and quality 
| tors can be made the first year | housewives are turning in. 
Given a 90-| tions will fall far short of the 


are offered first to origina! 
essors; then to competitors, fina}) 
to wholesalers, chain stores ap, 
others. So far, foods are going , 
ceiling prices less norma! 
discounts. 
agency promises it will not dum; 
stocks so as to break markets, yo) 
will it enter the sidewalk ron y 
business. Innovation: After Jap. | 
postal notes designed to provide 
safe, inexpensive, convenient mail- 
order currency will be available g 
1,575 post offices. Involving yy 
application form or writing by the 
clerk, they may be had in any 
amount up to $10 for a nickel 
Customer merely buys a note fo) 
the dollar amount desired, an 
clerk attaches postal note stam; 
to bring it up to the desired sun 
Purchaser then fills in payee’ 
name. It may be cashed at any 
post office merely by endorsing it 
* * 1 


proc 


trad 


Fat: War Food is worried abou 
of fat 
Colle 

920 J 


<0 


| ratio is powerfully high.. 


tens to WSBT all the time. It also proves that the 
.Here is nation-wide proof. ; 


tion night audience broke all records for a sustaine: 


EVERY HOUR OF EVERY DAY— 
MONTH IN AND MONTH OUT— 


WSBT DOMINATES 
SOUTH BEND 4 


HOOPER 
STATION LISTENING !NDE 


May through September, 944 


The Hooper Index conclusively proves that South [end | 


stenin 
er ele 


peri 


of time —the average for three hours being 51.3 per ent I 


| the entire nation... 


ALL of the time is nearly that great. 


| use WSBT if you want to cover South Bend. 


| COLUMBIA 
| NETWORK 


PAUL H. RAYMER CO. 
National Representatives 


In South Bend, though, WSBT’s : 


dient 


That’s why yeu mu 


Whatever happens, thal 
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\90,.000-pound goal, it warns, and division. 
s that, much of the waste | resigned as assistant internal reve-| war song adopted from the Nazis. 


Ce 


Harold 


N. Graves has |and broadcasting of “Lili Marlene,” 


iold fat contains meat and|nue commissioner to join KIRO, 


forergn matter. Urging that every | Seattle. Harold Guinzburg, presi- Finale: In character, at least, 
houce wife do her level best, WFA|dent of Viking Press, returns to| was the final flare-up at the FCC 
ports that reduced slaughter of| private industry after extended | investigating committee, when 


vu rs of the general pool of | age: 


ind cattle will reduce fat and | service as director of OWI’s Lon-|after a year and a half of getting 
yplies next year. About three|don publications division. Short- nowhere, it ended a_ three-day 
radio parts are now hearing on the sale of WMCA, 


ned vle tallow and greases goes| plentiful, but WPB concedes that|New York, accepted the resigna- 


nto soaps, about a quarter of | tubes are more of a problem than | tion of its counsel, John Sirica, and | 
wh are used for war purposes.| ever. It takes a AA-1 priority, one | presumably closed up shop. Green | 


Labor: Of 52,897 war prisoners of the highest, to get some types.| Light: FHA is setting up machin- | 


put work in October, 7,161 were | Business: 


Alien 


Property Custo-|ery to make housing loans under 


in the pulpwood industry, the War'| dian’s office has issued 21 licenses| the “G.I. Bill.” Vacant: After Jan. 


Department says. They did 186,196 | covering 


man-days of work. Coming: Re- 


government-owned plants will be 


now is how to deal with magne- 
sium surplus. Conference: Civil 
Aeronautics Board completed a 
two-day inconclusive meeting with 
a 20-man board of experts seeking 
the answer to multiple state and 
federal taxation of airlines. Only 
suggestion was 
property among the states.” 


Palmer House Appoints 


: icens ; has been appointed as agency by 
recording, publication| 1, production of magnesium at 10|the Palmer House, Chicago hotel. 


a virtual standstill. Problem 


Wright to CKMO 

Roy Wright, formerly manager 
of CFAR, Flin Flon, Manitoba, has 
been appointed general 
of CKMO, Vancouver, B. C. 


‘ 


‘Apportion taxable 


i SINCE 


Erwin, Wasey & Co., Chicago, | SAN FRANCISCO 


‘SimpPSON-REILLY, LTD 
Publishers Representatives 


RUSS BLDG. GARFIELD BLDG, 


sion] representatives of the Com- 
merce Department will release 
soon a series of reports on the 
buying policies of retailers 
throughout the country. Line: 
Senator Vandenburg proposes to | 
put at least one brake on Music | 
Czar Petrillo by forbidding anyone | 
to interfere with broadcasts of 
non-commercial educational and | 
cultural radio programs. 


People: Col. J. Noel Macy, West- 
chester publisher, recently with 
the Bureau of Public Relations of 
the War Department, has become 
assistant chief of the State Depart- 
ment’s international information | 


rhecorra, 
Director of Radio 

MacFARLAND, 

AVEYARD & CO. 


Chicago | 
— 


\ 


\ 
\ 


says Evelyn 


"The flexibility of spot 
| broadcasting solves a maxi- 
mum number of radio ad- 


\_ vertisers’ problems.” 


~~. 


ag ree 


“With spot broadcasting you \ | 
get the station you want, in 
the market you want, at the 


time you want.” 


ead 


Destined for a date with the roasting pan are these 
two ring-necks—just as sure as shootin’! 

And you're destined for a DOUBLE date with 
millions who pursue the ring-neck, and the mal- 
lard, moose, tarpon and trout —just as sure as 
shootin’! For today’s BIG outdoor market will be 
TWICE as big tomorrow. That’s when millions 
of boys, trained and conditioned to outdoor 
living, will swell the peacetime army that takes 
to the outdoors for wholesome recreation. And 
millions more, nose to the grindstone these last 
three years, will be bent on making up for lost 
time* in the out-of-doors. 

And will they want things! Cars and tires and 
gasoline, canoes and boats and motors, sleeping 
bags and tents and duffle bags, cameras and binoc- 
ulars, and movie projectors to re-live each expe- 
dition—yes, and fishing tackle, foot-gear, clothing, 
beverages, foods for ravenous outdoor appetites. 
Everything—but in bigger quantities. For outdoor 
folks are active people who want things, buy things, 
use them, wear them out, and replace them. 


Over 300,000 of the cream of American sportsmen— 

a richly responsive group — enthusiastically follow 

Field & Stream — read it with religious zeal and 
thoroughness. 


Field & Stream’s undisputed prestige among out- 
doorsmen has been earned by 49 years of effort in 
the outdoorsman’s behalf. 


. . . 
Among sportmen’s magazines, Field & Stream has 


been the number one selection of advertisers for 34 
years straight, every year! 


This is no armchair market. It is made up 
strictly of active people who know how to live 
and enjoy every hour of their living. 

More than 300,000 of these active Americans, 
the very cream of the market, make up Field & 
Stream’s responsive circulation, depend upon Field 
& Stream for authentic reporting of outdoor news, 
look to Field & Stream for buying guidance. 
FIELD & STREAM PUBLISHING COMPANY 
515 MADISON AVENUE «+ NEW YORK CITY 22 
* Lost time? Yes, but even in our first full year of war, 
more than 16,000,000 bought fishing and hunting licenses 


for an occasional day in the outdoors to keep fit for their 
war production job. 
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40 
Asserting that it will be neces- 


Radio Club Told | Sary Re henry Reser car 5 to e “a 
WIW Retail Sales ra.” Mr. Siegwart said the plan 
Plan for Postwar |is being sold to manufacturers as 


|“insurance” for their campaigns, 
Chicago, Nov. 29.—How Station 


|and that after the war it will be 
|instrumental in helping sell that 
WJW, Cleveland, is operating its | 30% to 40% more goods necessary | 
unique retail sales organization in| for our stable economy. 
preparation for increased postwar In WJW’s operation, a special 
distribution, was outlined today to| force makes presentations to the 
members of the Chicago Radio|} retail trade and guarantees that 
Management Club by C. E. Sieg- | the retailer knows the exact mean- 
warth, manager of the station’s|ing of the 
new merchandising department. 


for 


date. 


products, the station’s 


whether 


instead of their 
whether it was 


coverage 


mer- | 
chandising force books orders and, on radio as a selling tool in its 
keeps point of sale material up to| own right, were some of the criti- 
He said cost of the opera- | 
tion to the manufacturer is about | Siegwarth’s audience. 
$150 per man per month. As an 
example, he told of one manufac- 
turer with a $10,000 campaign 
who “insured” his distribution for | 
| $900. 
Whether stations would tend to| 
become brokers; 
time salesmen would not use the} 
| plan 
advertiser’s message. | data; 
|In addition to opening new outlets | “headache” for time buyers; and} 


| public 


radio | 


another | 


whether it reflected unfavorably 


cisms of the plan voiced by Mr. 


Heads Kitchen Planning 
Lorine Mounce, formerly in the 

relations department ’ of 

Consolidated Aircraft Corporation, 


Advertising Age, December 4, 


| 


| 
| 


San Diego, has joined the sales de- | 


partment of American Central 
Mfg. Corporation, Connersville, 
Ind., where she will direct the 
company’s American Kitchen 
Planning Service. 


Nancy Craig, WJZ’s “Woman of To- 
morrow.” sure sells the women of today 
—everything from hosiery to postwar 
kitchens! Currently selling for a list of 
participants that includes B. Altman, 
leading New York Fifth Avenue depart- 
ment store; Berkshire Hosiery; Minwax; 
Hercules household products and others, 
Nancy has built sales for more than fifty 
sponsors in her six years on WJZ. And 
here’s what they say about her: 


now raps louder on 


“ consider her our top salesman...” 
“ _a privilege to have her as aspokesman..” 
* the response was really overwhelming. .” 


In a recent offer of a free booklet de- 
scribing tomorrow's kitchens, Nancy 


KEY STATION OF THE 
BLUE NETWORK 


pulled inquiries at a cost of only 15¢ per! “Sigg 
In another offer, more than 13,000 re-  * 
quests swamped a sponsor after Nancy’s 
first few announcements! Her own mail 


has frequently topped 40,000 a month, 


Can you beat it? We think you can— 
with Nancy Craig selling your products, 
because WJZ’s stronger, clearer signal 


tional doors for “The Woman of To- 
morrow!” And because WJZ’s new plug 
with subway car cards reaches 162,000,- 
000 riders a month! 


For full details on your participation in 
Naney Craig’ 
BLUE SPOT 


partment of 


selling show, contact 


SALES or the Sales De- 


que FF 


some 7,000,000 addi- 


Your Strongest VOICE in 


the World’s Richest Market 


Qpucts TODAY! 


| 
| 


| 
| 
| 


| EX 
Rock ISLAND-MoL 
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Laugh, 


Clown, 
Laugh 


The Dec. 1 issue of Y unk, 
official Army newspaper, devotes 
a full page to “advertising’s cop. 
tribution to the war effort” 
reproduced in full size on the 
opposite page. This feature wil] 
undoubtedly bring joyful smiles 
to the faces of many a GJ]. 
although the smiles it may bring 
to the faces of ADVERTISING Agcy 
readers will probably be some. 
what less sparkling. The page 
is reproduced through the spe. 
cial permission of Yank, which 
incidentally now has a circula. 
tion of almost 2,000,000, divided 
into 15 editions published here 
and in all overseas theaters, 


Pure Oil Plans 
Postwar Sale 
of Appliances 


Chicago, Nov. 29.—On the basis 
of surveys made for the tire, bat- 
tery and accessories department o! 
Pure Oil Company, the company 
has decided to redesign many ot 


|its service stations after the war 


to permit the retailing of an ex- 
panded line of appliances and 
radios. 

Spokesmen for the department 
said today that many of its 10,00 
filling stations had, in the last yea 
prior to the war, successfully mar- 
keted various radio models and a 
few small appliance items. As a 
consequence, they said, surveys 
have been made by company rep- 
resentatives, by Leo Burnett Com- 
pany, Chicago, its advertising 
agency, and by Stuart Brown and 
Associates, New York, to deter- 
mine potentialities of such busi- 
ness. 

Those surveys indicated that 
before any expansion of the busi- 
ness could be undertaken, ‘pilot’ 
stations at key points would have 
to be built, expanded or rede- 
signed. Sales of new types of 
appliances — possibly including 
such major items as refrigerator 
—would begin in such key sta- 
tions, it was said. 

At the same time, it was learned 
that other petroleum product mar- 


keters have been investigating the 
possibilities of expanding their 
sales of accessories and items no 
ordinarily associated with automo- 
tive travel. 
York Broadcasters 
to Operate Station 

York Broadcasters, Toronty, ha 
received permission from the Ca- 
nadian Department of Trarspor' 


to operate a 1,000-watt stat on 


Toronto. Call letters and frequen) 
will be announced at a later dale 
Operations are expected to  egil 
early in 1945. 

R. T. Fulford, Toronto bu: ines 
man and president of C, E, Fu ifore 


Ltd., has been elected presid: nt 0! 
the station. Al Leary, mana ér ® 
Station CKCL, Toronto, has 5 


|appointed managing directo 
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Advertising — 


Has Gone 
to War 


Copywritten by Sgt. Al HINE 
Art Directed by Sgt. RALPH STEIN 


are getting into a holiday glow, for every 

GI to pause for a few moments of silent 
wonder at the advertising profession. There is 
a moot question in this war (it has been a moot 
war all along, too) as to which has done more 
for the other, the dogface or the advertising 
copywriter. A fair examination will reveal that. 
next to his rifle, GI Joe’s best friend is the type- 
writer tycoon of the advertising agency. 

For the advertising profession not only knows 
what we are fighting for; it knows exactly, down 
to the last uplift bra. what we want when we 
come home. And it also knows precisely how 
we live on the various fighting fronts. 

It is the copywriters of advertising who nurse 
the carefully guarded secret that this war is, in 
reality. a luxury cruise. They know we aren't 
alone in our foxholes. Everything from Aunt 
Elinor’s radio to Uncle Eben’s toothbrush has 
“gone to war” with us. 

If you don't believe this, look at the ads. On 
page after page you will see a picture of a 
hungry civilian asking for a rib roast, a new 
convertible, a crushproof necktie or some nylons 
for his honey And, on page after page, you will 
see the advertising man brush him off rudely 
for his lack of patriotism with the stirring 
slogan: “Meat has gone to war! Superdupermo- 


Tis is a good time of the year, just as we 


There seems to be un advertising man in every foxhole. 


bile has gone to war! Kravatko has gone to war! 
Honey has gone to war!” 

It’s nice to know that our more abundant life 
in ODs is getting some recognition. Dawdling 
over a cafe royale in our fur-lined slit trench, 
we can depend on advertising to keep the home 
folks up to date on combat conditions. 

As to what we are fighting for, that’s even 
simpler to the agency idea man. The soldier who 
doesn’t know by now that he is fighting for blue- 
berry pie and the right (no doubt written into 
the Four Freedoms) to boo the Dodgers is a 
dry stick indeed. Shunned by his friends, he has 
become an object mure of pity than blame. 

Picture, if you will, the life such an outcast 
leads. It's after the battle and his buddies, arms 
interlocked and facing a Technicolor camera, are 


relief it gives to your 
parched throat Think of 
the premiums with each 
big bottle. That's how tu 
get into the swing of this 
war, laddie buck.” 

The world we come 
home to will be largely 
laid out for us in advance 
by these same thoughtful 
moguls. It’s none too soon 
for us to get down on our 
knees and start thanking 
them. 

We haven't had to make 
a single peep as to our 
preferences. Advertising 
has figured them all out 
in advance. Our girls. 
guided by scintillant 
copy, will have become 
such paragons of charm 


Girdles, gadgets and the kitchen sink “‘go te war’ with Gi Joe, it says here. that Hedy Lamarr will 


endorsing their favorite cigarettes and singing 
“Good-bye, Mama, I'm Off to Yokahoma!" He 
edges up and tries to start a conversation. “We 
done awright today,” he says. “Pretty soon we'll 
be cleaned up on all these stinkers.” 

The good-natured singing and banter die 
down as a tactful sergeant takes him aside. 
“We'd rather you didn't talk that way, old son.” 
he says. “It’s better you shuuld forget all this 
bitterness and concentrate on our war aims 
Think of a nice big glass of Popsi-Whoopso. 
Think of how it sizzles and crackles and what 


top, Gwendolyn! Desist! Hew can | boo the Dodgers if you keep stuffing me with blueberry pie?” 


look like a barracks bag 
beside them. They will bulge alarmingly in the 
proper places and will have removed all un- 
sightly body hair with Whizzo, the safe, odorless. 
colorless, laughing-eyed depilatory Some of the 
girls will have taken this last treatment too 
literally and included the hair on top of their 
heads: every war has its casualties. 

The homes that wait for us will be a tidy com- 
bination of Hans Christian Andersen and Jules 
Verne. They will be inch-thick with glass and 
plastic, but they will have all the allure of the 
rose-covered cottage of honeymoon dreams. Tele- 
vision receivers, thinly disguised as tiger-skin 
rugs, will disgorge fried chicken from a hidden 
glove compartment. 

It will be a world like you've never seen this 
side of a Section VIII ward. It will be homey 
and new, and shiny and soft, and robust and 
restful, and cheap and expensive, and thick and 
thin, and sharp and dull. It will be everything 
and nothing. 

It will be just one more addition to the list 
of thoughtful thingies for which the GI has to 
thank sweet old advertising. 


“Nix, Toots. 1 only play with girls who use Whizro.” 
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Chicago Directory to 
Be Released Jan. 10 


A new card directory of Chicago 
agencies and representatives will 
be issued by the Chicago office of 
the St. Louis Post-Dispatch on 
Jan. 10. 

All corrections in former list- 
ings should be sent to the news- 
paper’s offices in Tribune Tower. 


FACT NO. 9— 


Advertisers have placed 
in BAKERS' HELPER 
35.4% more advertising 
per issue than in any 
other bakery magazine. 
Get BAKERS’ HELPER on 
YOUR advertising sched- 
ule today. 


270 Broadway, New York,7, N.Y. 


SHED EVERY TWO WEEKS 


Commerce Releases 


New Consumer 
Product Checklist 


| Marketing Questions 
_ Gathered by Chicago 
_ Chapter of AMA 


Washington, Nov. 30.—Antici- 
pating the problems of many small 
or young manufacturers who will 
want to introduce new products 
to the consumer market after the 
war, the Department of Commerce 
today released a “checklist” de- 
tailing the major marketing ques- 
tions which producers should an- 
ticipate. 

Written by a committee of the 
Chicago chapter of the American 
Marketing Association, “The 
|Checklist for the Introduction of 
|New Consumer Products,” No, 41 


in the Department’s economic 
series, is based on a similar pub- 
lication issued in 1935, and long 
since out of print. 

The 44-page guide advises the 
manufacturer to work out in ad- 
vance the answers to a host of 
marketing considerations, which 
are conveniently grouped and ex- 
plained under six headings: The 
users of the product; channels of 
distribution; competition; manu- 
facturer’s price policy; selling and 
promotion; legal and related prob- 
lems. 


Marketing Knowledge Vital 


In posing the questions, the 
committee pointed out that the 
manufacturer who intends to in- 
troduce a new consumer product 
into the highly competitive post- 
war market must know how to 
market the product as well as 
manufacture it. 

“Even though the United States 
will emerge from the war period 
with an unprecedented pent-up 
demand for civilian goods and 
services, and with an enormous 
backlog of consumer savings and 
credit, competition in the market 
place promises to be the most se- 


vere and exciting in our history,” 
it is explained. 

“This vast competition for the 
favor of American consumers will 
take place at a time, when, due 
to war, the selling functions in 
many fields of American business 
have tended to atrophy. Since the 
opening of the war we have been 
in a seller’s market. Very little 
real selling has been needed or 
possible during a period when 
there have been two or three or 
a half dozen consumers eager to 
snap up every bit of consumer 
goods. The manufacturer has been 
king, with wholesalers, retailers 
and consumers alike eagerly com- 
peting for his favor.” 


Cites Difficulties 


A manufacturer who introduces 
a new product without having 
clearly thought out the course 
which he will follow to move that 
product from his factory into the 
hands of the ultimate consumer, 
can find himself in very serious 
difficulties, the publication warns. 
“A great many excellent consumer 
products have died in factories 
because their manufacturers had 
not figured out in advance how to 


in SOLID CINCINNATI 


THE INDUSTRIES that make Cincinnati the solid city it is aren’t war 


babies. Processed foods, for instance . . 


Shorter. .. 


shoes . . . books, furniture, paint, beer, candy, chemicals . 


require time-consuming reconversion to get back in the swing of 


peacetime production. 


Solid Cincinnati will 


be no lag in the advertising payoff. Particularly if that advertising 
comes into solid Cincinnati homes in the pages of an old and trusted 
friend . . . The Cincinnati Enquirer. For The Enquirer is matched 
to solid Cincinnati's tastes . . 


of growing up together 


continue to earn and spend ... and there'll 


SOLID CINCINNAT/ READS 


The Cincinnati 
Enquirer 


For over 100 years, 


REPRESENTED 


BY PAUL 


BLOCK AND 


. and soap, clothing and 


. through more than a hundred years 


edited for the thinking, doing 
earning, solid citizens of America’s most solid market! 


. won't 


ASSOCIATES 


Advertising Age, Decembey 4, 


Adver 
get the product out of door; | 
explains. promo 

Presented as a “working 4g Se, 
rather than a “textboo;” #0 °° 
checklist is designed to ely gj SU! fe 
manufacturer who wants ‘o py salt 
sure that he has thought ‘ or 
chandising and selling sbi . 
through before he launche: a, Pror 
product. Providing few nsw organ) 
it is intended chiefly to ocqy:fil pletc!y 
him with issues which he mg arb:'’é 
somehow face. “T) 

Under the group heading “{ the né 


of the Product,” the pu licat T . 
points out that every ody ’ 


7 —— C sub 
potential sales are limited by pas.c 1 
number of factors. Some cap purche 

I 
sold only to young women, othd special 


to automobile owners, still otha the wi 
only in warm climates. motior 

The would-be manufacturer M ctitute 
advised to consider the types fH prejud 
consumers who will use his prof other 
uct, and the number of poten 
customers. He is provided with 
list of factors which may cut do 


cost ly 
trous, 


ha 
his total market; sections of 4 aa 
country where the product wi <4. 
not be used; age groups: incon en 
classes to which it will appeg aed 
similar products providing sat 7°. 
factory service; religious y eg 
racial factors, Gril 


Other considerations in dete 
mining the number of potentifa —— 
users are where the prospects liy 
their buying habits; is the pri 
right?; how often will people } 
it?; and features of the prody 
which appeal to consumers, sug 
las cost of operation, durabilit 
'style and trade-in value. 


Distribution Stressed 


In a second group of questior 
the manufacturer is reminded t 


he must select a method of distr 
bution, for he is warned that “t 
| often manufacturers try to set 
| their system the way they thi 
| it ought to be, instead of the way 
must be to make sales.” Then 
|ufacturer is cautioned to cons a 
| through what channel custom 
| are accustomed to buy product 
| 


his kind, then to consider whet 
other reasons compel an unusu 
approach, 
| Unusual approaches are somé 
| times successful, the guide poin 
jout, “but generally it is mu 
smarter, and much more effect 
and much quicker to fit distr 
tion as nearly as_ possible 
existing purchasing habits of « 
|sumers and into well-establis! 
trade channels.” The new man 
facturer is reminded of the net 
to consider the selling methods 


The sal 


| his competitors, and the best {8 gdverti 

easiest way of selling to whil@,. 

salers and retailers. him. Ge 
Since chances of developing Hin his o 

new product completely 

wholly different from other pro —the 

ucts are extremely small, a wh0lstudies | 


set of questions suggests what t 
new manufacturer should consid 


about his competitors. ti Wi 
groups are devoted to pri ing | 
icy, legal and related probiem 


including patents and copyrigi 
and the sales program, Undert 
sales program, the manufactul§ 
is urged to consider H 
changes in his existing sales fot 
are necessary; whether he mu 
adjust existing methods of 0 


pensating salesmen; whether salt 


ENSI| 
The 


=a 


TU 
\ 


men must be specially traines. 
addition, a series of questions } - 
volved in building a new %4§ LG 
force is offered. f if 


Lists Budget Questions 
Another section of t 
of questions related to 
| program is devoted excl 
|advertising and sales | 
|}again raising the questi 
adequacy of existing orga 
and then turning to the 
tion of the advertising 


INFOR 
PROOF: Th 
inquiries a 
manutactur: 
literature. 
MORAL — for 
results, use 


Pencil Po ntg: 


The Magazine of Progressiv« 
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tion budget, including a 
of questions on the wisdom 
ivertising and promotional 
yt for distributors, whole- 
and retailers. 


Program Must Be Logica! 


promotion programs, like sales 
izations, can not be com- 
nletcly successful if developed 
arily, the publication says. 
“They must be logical and fitted to 
eed of the product.” 

Though intangibles, they are 
to the operation of sound 


= principles, and like credit or 
purchasing, they are the work of 
sper alists, it says. “Overruling 
the work of a trained sales ‘pro- 
motion executive in order to sub- 
stitute plans based on individual 
prejudice or personal desires of 
other executives can be extremely 
costiy and in some cases disas- 
trous,” the publication warns. 

The committee of the Chicago 
AMA chapter that prepared the 
suide consisted of S. R. Bernstein, 
editor of ADVERTISING AGE, chair- 
man; C. C. Chapelle, Sidney F. 


Townsend; Robert F. Elrick; Rob- 
ert H. Perry; J. J. Martin; Jack 
C. Griffin, and William C. Eldridge. 


aati 


If SALESMEN were 
ADVERTISING 
MANAGERS 


they’d say: 


The salesman’s job is easier when 

advertising to the buyer precedes | 
him. Get your name before the buyer | 
in his own departmental magazine | 
—the specialized Haire paper he | 
studies and lives with. 


B SINESS PAPERS 


SROADWAY, NEW YORK } 
j 


B&B Sets Up Employe 
Profit-Sharing Plan 


All employes of Benton &| 
Bowles, New York and Hollywood, | 
on the payroll as of March 1, 1944, 
are eligible under the agency’s 
new profit-sharing retirement plan 
for benefits to be paid after termi- 


upon reaching retirement age (65 
for men, and 60 for women, effec- 


tive after the sixth year of partici- | 


pation). 


With a bank serving as fund 


trustee, the agency will make an-| 


|nual contributions as follows: 20% 
|of the agency’s net profits before 
|taxes and before dividends up to 
$300,000; 30% of such net profits 
between $300,000 and $500,000, 
and 40% over $500,000. 


Kamion to Waltham 
nation of employment, at death, or | 


Leo Kamion, former president of 
American Perfit Crystal Corpora- 
tion, and previously general man- 


has been named sales and 
chandising manager of Waltham 
Watch Company, Waltham, Mass. 


ager of Kamion Watch Company, | 
mer- | 


Compton Elects V. P.s 

Ted Patrick, head of copy; 
Lewis Titterton, director of radio 
production, and Muriel Haynes, in 
|charge of radio copy, have been 
elected vice-presidents of Compton 
| Advertising, New York. 


‘May Succeeds’ Quinn 
Wilbur T. May has been 
pointed New York regional man- 
ager 
Corporation, 
|C. Quinn, 


succeeding Edward 


ap- | 
of Dodge division, Chrysler | 


who recently was pro-| 
|moted to assistant sales manager | 
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Detroit. 
sales and 
Dodge cars 


of the Dodge division at 
Mr. May will direct 
service activities of 
and trucks. 


SOLD! SOLID! » SOLD! SOUND! 


1 Ross ~ 4 ante NS 


solid and 
Free survey at your request! ; 
PORTSMOUTH, NEW HAMPSHIRE 


THE RIGHT SIDE 


A contributing factor to Tulsa‘s.fome as the “Oil Capital of the 


builders of pipelines headquarter here. 


al 


For YOUR ADVERTISING! 


54% OF POPULATION 


spendable income” 


World” is the pipeline industry .. . for some of the world’s largest 


many foreign lands, and wherever pipelines are being laid you 
will find Tulsa pipeline men on hand getting the job done. 
poy rolls mean 
. .. and your advertising dollar will bring its greatest returns 
‘ when expended in places where the money IS! 


OtlL CAPITAL NEW 


REPRESENTED NATIONALLY 


From coast to coast, in 


. .. sales for your product 


TULSA TRIBUNE 


es. 


TULSA WORLD —* 


SPAPERS 


BY @ THE BRANHAM CO. 
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“We wanted results, Thistle waite. you chump. 


and you ask for only 


one F&P station!” 


dinner at the 
Royal York Hotel, Toronto... 

W. G. Skelly, pres. of Skelly Oil, will continue in 1945 his W. G. 
Skelly Award for Superior Achievement in Agriculture. An out- 
standing farmer is chosen each week for the award by a committee 
headed by Lloyd Burlingham, farm news commentator and sec. of 
the Agricultural Publishers Assn. . . 

While his father, former KPO salesman John Seropan Jr., was 
at sea with the Merchant Marine, John Seropan III was born in 
San Francisco, Oct. 2. The news took more than a month to reach 
the wandering Seropan. . . Helen Murray, KPO sales promotion 
director, and Hulda McGinn, movie representative, have been voted 


i , . | Federation members reaffirmed - i 
a ae Ports Canadians Form ‘the organization’s primary object- H 
anges rormat ° -s |ive as earlier outlined by the for 
The 1944 issue of World ports Advertising and | league—to provide Canadian sell- 
Annual, November issue of World| . ing and advertising interests with | in 
Ports, published by Traffic world, Sales Federation a medium of united action and | 
Chicago, has been issued with a} expression they have not pre-| Jesse Joseph, president of his own agency at Cincinnati, celebra eq 
new typographical format. | Toronto, Ont., Nov. 29.—The re- | viously had. his 60th birthday Nov. 24 with a reception for his advertis ng Cl 
The 116-page issue has a new| cently formed League of Canadian friends. . . Navy Lt. Robert P. Wettstein, on leave from Kee ey con 
three-column makeup, and new|Advertising & Sales Clubs has) Publishing Co., has been promoted to Lt. Comdr. He is execu! ve prog! 
type faces, uses color on editorial | per ues its ' 4 ic sear Midwest Incorporates olfines of tha Morthern Ship Lane Patrol. . . : er 
pages Cs et Se" | Te oles & dagisiom 40 dius nara, {Ot ee Oe John F. Lewis, ad manager of the St. Paul Dispatch and Pioneer JB con't 
bership to all organizations “fun- Midwest Broadcasting Company,| Press, arranged the recent cocktail buffet supper the papers gav. to 
damentally concerned” with ad-|Des Moines, has filed articles of| advertising staff members of St. Paul’s leading retail stores. _ . a CO) 
FOR POSTWAR PLANNING vertising and sales fields, rather|incorporation listing authorized| Former associates with Dr. Pepper Bottling Co., Lubbock, Tox. team 
i than to limit it to advertising and| capital of $125,000. John Nichol-| presented W. V. “Smoke” Ballew, now president of W. V. “Smoke” al 
ical. speci- | sales clubs. son and Elbert A. Read, both of| Ballew & Assocs., with a watch in memory of a 13-year association. write 
ne by Pin Feet 2 ye Per Bacon Brodie, Southam Press,| Station KFNF, Shenandoah, Ia.,| Mr. Bellew resigned as v.p. and general sales head of Dr. Pepper ent b 
articles on postwar themes. Many | Toronto, and a past president of} were named as officers. — on Dec. 31, 1943. .. George Hamm, head of the Kansas City district p. ™ 
erganizations are bullding postwar |i Advertising te wescient of| beer iermed secentiy ior the pure | °f,B.F. Goodrich Company's industrial produets sales division, nas WM oni 
sae tbe at pe ihe Prag Pin the organization at its first regular} pose of erecting a new station in eee ee ye Tesi gay the company, continuous except new 
Write for Booklet No. 20, “How Busi- meeting. Others elected include: | Des Moines, although none has _ 5 emele. Ca) y tone - 
U Glasiaes” that shows how Ist vice-president, Roy A. Hun-| received FCC approval as yet. rnest Byfield, icago hotel owner, raconteur and bon vivant, in ¢ 
eee slacturere and their advertising | tet advertising and sales bureau,|These include the Independent| was a recent guest of the Chicago Radio Management Club. He 
rm one arson Mewes adverising | Vancouver Board of Trade; 2nd|Broadcasting Company, Capital] told of his experiences in England and France, from which he has 
od ee navertia trig oo fe ae hyn oo just returned after serving as a special correspondent for the Lis 
nard, vertisin ales Execu-| Capital Broadcastin orporation. ; xe ; any 
BACON’S CLIPPING BUREAU | tives’ Club of Sseuiteal, and secre-| In " eddition, the Tall Corn net- eae eran American. ai P , : s ion 
BUSINESS FARM GENERAL tary - treasurer, Burt Priddle,| work, made up of six smaller Iowa n the occasion of the third anniversary of the Chicago Sun, on N 
eign Ss ae Kitchener-Waterloo Sales & Ad-| stations, has indicated it will seek| Publisher Marshall Field will be honored at a testimonial banquet chest 
221 N. LASALLE ST., CHICAGO 1, ILL. | vertising Club. a Des Moines outlet. Dec. 4 in Chicago. Guest speakers will be Vice-President Henry Com: 
Wallace and Charles M. LaFollette, Republican congressman from Mart 
. Indiana... over 
Christmas greetings have arrived from Maj. Ross H. Wilson of gram 
Wilson Advertising Agency, Cincinnati, now with the ninth infan- L&M 
try division in Europe. . . Maj. Louis G. Kelly, with Kelly, Read & ont 
Co., Rochester, prewar, now with the AMG overseas, has been made Com 
a It. col... V. E. Carmichael, KWK sales manager, leads his station 
bowling team. He rolled 568 recently ending up with a 213 game... ( 
Philip G. Lasky, v.p. and gen. mgr. of KROW, Oakland, has been Th 
appointed to the advertising relations committee of the Better Busi- pany 
ness Bureau... Cané 
William Satzuk, Prov 
epl., U.S. Army, carry 
ex - Benton & thing 
Bowles radio rae 
man, is now in stati 
personnel ad- half- 
ministration East 
work with the and 
engineers on the is Ri 
Western front ' 
| ...J.D.C. For- Le 
| syth, pres. of Loui 
| John Forsyth Com 
Ltd., Canadian on 
| shirt manufac- 10:1 
turer, who re- gran 
| cently retired as Flip] 
| administrator of _— 
| the men’s fur- CALLS HOME—Onlookers as Pvt. Sidney Gosney tele- 
| nishings de-_ phones his family in Danville, Va., are Caroline Hood 
| partment of __ (left), president of the Advertising Women of New York Pi 
| Canada’s War- and Evelyn Morgan, chairman of the club's “Hello Mom’ apol: 
| time Prices and benefit cocktail party to be given Dec. 13 in New York a te 
| ate. heard Funds will be contributed to the Overseas Patients Tele- “Gre 
| .; Phone Fund, providing free five-minute calls home for Sates 
| was honored av evacuated wounded soldiers upon arrival at Mitchel Field. 
a testimonial This is an official AAF photo. — 


EY 


Stand up, Thistlewaite, and defend yourself! | honorary membership in Pi Alpha Sigma, professional ad sorority 
" eXxcLusive ‘\ | atthe U. of California. .. Dr. George New’s etchings of early Ameri- 
You can easily cite cases in which one F&P REPRESENTATIVES: | can inns, drawn for the national advertising of Miller Brewing (om- 
i At alate 4k yA | pany, Milwaukee, have been reproduced in a souvenir brochure, 
station has proved the equivalent of an en- KDAL ..........bULUTH | | following many requests. . . | 
WISH INDIANAPOLIS It was quite a Thanksgiving for Leonard Harrison, ad mg). [0 
tire list of stations...others in which such Kae KANSAS CITY Marlin Firearms (also Marlin razor blades), who became father of 
WItN MINNEAPOLIS. a baby boy, Walter Leonard, born Nov. 22. .. The bronze star was 
satisfactory results have been obtained from wueo ek ty | awarded recently to Capt. Tom Humphrey, son of Karl E. Humph- 
P : . ; ote. Spader | rey, General Mills’ v.p. and pres. of special commodities div. Toms 
just afew F&P stations that whole campaigns eae in the field artillery with an infantry division of the First Army 
WHO DES MOINES which landed in France on D-Day. »% 
have beenswitched over to spot broadcasting. WEG... OA eer ers Harold J. Fitzgerald, head of Fox-Wisconsin Amusement CP: 
SOUTHEAST Milwaukee, was honored recently by Look for his work on the 
WwCBM BALTIMORE “Don’t Buy Another Depression” campaign. . . Milwaukee publ -he! 
Whether it’s one station or twentv—let’s wie ae at AK William George Bruce, head of Bruce Publishing, was named “)) 2)- 
, , . 44 aeanehe of-the-Month” by the Milwaukee Ad Club: . . O. Andreas Ga on, - 
start. Soon? SOUTHWEST art director of Armour & Co., has been collecting menus fo, 20 ob 
KOB ALBUQUERQUE years. Some of the best of them, gleaned from Presidential n- 4% 
|) Ratatat be quets and famous eating places, were exhibited at the recent . at 
}  edmaatedans hd + cago Stewards Association meeting. . . 
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Franklin 6373 


Plaza $-4130 


FREE & PETERS.N6. “Mr cise 


Pioneer Radio Station Representatives 


Since May, 1932 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. SAN FRANCISCO: 111 Sutter WOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 
Granite 3615 


Sutter 4353 


PACIFIC COAST 


KOIN PORTLAND 
SEATTLE 


x 


and 
WRIGHT-SONOVOX, Ine. 


, 


Main 5667 


John W. Shoeninger, Fox & Mackenzie, Philadelphia, is only W 
becoming accustomed to the fact that it was TWINS born o a 
month ago. . . William Jenkins, Major, U. S. Army, has retur: 
civilian life and his business, Williams Jenkins Advertising, | 
delphia. . . Lt. I. H. Fox, AAF, former RKO-Midwest Corp., 
public relations dir., bailed out over Romania and had an expe! é 
rivaling those movie plots he used to publicize. Taken prisone 
Romanian constabulary, Lt. Fox and his buddies were treated 
beer at a local tavern before being turned over to Nazi mi 
authorities. He is now free and in this country following Rom: 
capitulation... 
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Hires Drops Heidt 
for Comedy Show 
in New Half Hour 


Philadelphia, Pa., Nov. 29.— 
Ch les E. Hires Company is dis- 
con inuing “Heidt Time for Hires,” 
program on the full Blue Network 
sta'ring Horace Heidt’s orchestra, 
at the end of the current year’s 
contract in January. 
in its place, Hires has prepared 
a comedy show built around the 
team of Wendell Niles, announcer, 
and Don Prindel, Hollywood gag- 
writer. Dissatisfied with its pres- 
ent broadcast time, Monday, 7-7:30 
p. m. EWT, Hires is looking 
around for another half-hour spot 
on the Blue in which to launch the 
new program. 


N. W. Ayer & Son is the agency }} 


in charge. 
Chesterfield Signs Como 


Liggett & Myers Tobacco Com- 
pany, New York, on Dec. 11 
changes its Chesterfield program 
on NBC from Johnny Mercer’s or- 
chestra to a series featuring Perry 
Como, Ted Steele’s orchestra, and 
Martin Block. The latter moves 
over from Chesterfield’s CBS pro- 
gram, “Music That _ Satisfies.” 
L&M’s show is heard Monday 
through Friday, 7-7:15 p. m.,, 
EWT. Agency is Newell-Emmett 
Company, New York. 


Canadian Net Airs Haymes 


The Electric Auto-Lite Com- 
pany, Toledo, O., has added 10 
Canadian stations in the Maritime 


Provinces to the list of outlets| 
“Every- | 


carrying Dick Haymes’ 
thing for the Boys” program, | 
broadcast Tuesdays, 7:30 p. m., 
CWT, via NBC. Additional U. S. 
stations scheduled to carry the} 


half-hour musical show are WEST, | 
Easton, Pa.; WTTM, Trenton, N. J., | 
and WAZL, Hazleton, Pa. Agency | 


is Ruthrauff & Ryan, Detroit. 
Tums Puts Pearce on CBS 
Lewis-Howe Company, St.| 


Louis, on Dec. 9 will start “Here | 


Comes Elmer,” starring Al Pearce, | 
on 53 CBS. stations, 
10:15-10:45 p. m., EWT. New pro- 


gram for Tums replaces Jay C.| 


Flippen’s ‘Correction, Please.” 
Agency is Roche, Williams & 
Cleary, New York. 

Pillsbury Adds 12 Stations 


Pillsbury Mills, Inc., 
apolis, 


Minne- 


Saturdays, 12 noon, 


Saturday, | 


has added 12 stations for | 
a total of 119 now carrying its| 
“Grand Central Station’ on CBS, 
CWT. The 


thE’ CATCHERS 


WE GOT TO CATCH THEIR EYE 
I YOU CAN MAKE THEM BUY 


T ture that reaches out and grabs 
t e quickly guarantees a flying start 
rofitable results. That’s our job! 
hundred new photo subjects on 
every month . . . all situations 
pes of business . . . all permeated 
Newest techniques . . . newest 
newest photography. If you have 
n the creative pie of Sales Pro- 
YE*CATCHERS will make your 
. and at $5 a month it can be 
nto any budget. Write now for 
No. 101 and details of sub- 
plan. No obligations. 
10 E. 38th St. 


EYE CATCHERS, UNC. itew York city 


45 


stations are in Florida, Georgia, | the usual Chesapeake & Ohio Rail-; Mr. Heatter, who also continues | York, recording studios as head of 
North Carolina, South Carolina| way series, “Let’s Face the Issue.” | for Kreml on Mutual five nights | all business management, includ- 
and Virginia. The show promotes/ Rust Craft agency is H. B. Hum-| | a week at9 p.m. The second new/ing management of the station’s 
Pillsbury’s Sno Sheen cake flour| phrey Company, Boston. series will be heard Tuesday and _/| feature records. 


and Pillsbury’s Farina. Agency is Thursday, 1:30-1:45 p. m., EWT, | 
McCann-Erickson, Minneapolis. Kreml Adds 2 MBS Shows featuring songs by Phil Brite. 


For signs of 
the Future 
Look to— 


R. B. Semler, Inc., New Canaan,| Agency is Erwin, Wasey & Co., | 
Rust Craft Signs MBS Conn., for Kreml shampoo and| New York. 
Rust Craft Publishers, Inc., Bos-| hair tonic, starts two new series | -= 

ton, maker of greeting cards, will| Dec. 4 and 5, with each program | . 

sponsor a one-time broadcast of} scheduled for 170 Mutual stations. Lockwood Joins WOR 
Dickens’ “Christmas Carol,” over|The first, entitled “News and Henry B. Lockwood has resigned 
the full Mutual network, Dec. 24,| Gabriel Heatter,” will feature 10|as assistant vice-president of the 
5-5:30 p. m., EWT. The holiday | minutes of news by William Lang,| Manufacturers Trust Company, 
program cancels for that date only! and five minutes of comment by|New York, to join WOR, New 


by 


S16 CO. Lima, ONIO 


. 2a x" zi , 2c ae | of rock and earth is large enough to bury 20 Em 

i a ee ee pire State buildingssi The concrete poured'in. TVA 

aa 4 a “dams would build’? dams as large’ és Soviet Rus- 
We v ~ HA! 2 Big hae sia's fabulously big Dnieprostroy Dam. TVA Ras. sal 

aes | built chemical and munitions end fertilizer fee- a 

i tories, #he South's largest stcam-slectric. Preah: Siok 

iver terminals and beat perks Vins cates 


As the kort of TVA, Koonce ' is easily ie. - 
dam market in the world. Attracted by the largest 


z ies area bof opeilions i as + lene as ‘Bisane Gnd ‘Sotlend 
combined, TVA is one of the greatest building and engi- 
neering projects ever undertaken by mankind. Already it 
has built 20 eolossal dams; created artificial Jakes with 
9,000 miles.of. shoreline; cleared 175,000, acres of land 
and constructed 1200 miles of highway, TVA's excavation 


of 1? billion Kilo- , Unie 
icity iS half as rr 3 tric of Au rica, 


entered World 


watts of ole: 
power as all 
ica produced when we 


War f. 


a seouer —— ns Soup 


ca ae ead 


KNOXVILLE 


Carbide 70, 
Du Pont, Reynolds Metals, gains 


noxville plants today fo use TVA 


pool of low-cost. power in existence, the giant fac- 
tories which have moved to Knoxville have already 
transformed it.inte a huge industrial area. The 
prosperity and growth. in their wake have made 
Knoxville FIRSTAIN AMERICA IN RETAIL. SALES 
GAINS IN) 19441. 


Month after mont ae <ville’s business 
are 300°, to 600%, greater than 
ries ational a. r 200,000 popu- 
lation in ‘Greater Knoxville today! 


_ NEWS- SENTINEL 


A Scripps-Howard 
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CAB 81-City Plan 
Is Approved by 
4A’s Timebuyers 


New York, Nov. 28.—The com- 
mittee of eight radio timebuyers 
of the American Association of 
Advertising Agencies, after study- 


ing the new series of individual | 


8l-city reports of the Cooperative 
Analysis of Broadcasting, has ap- 


Pencil Points 
reaches 


more architects 


more designers & 
draftsmen 


more total profes- 
sional men 


than any other archi- 
tectural magazine 


MORAL—for largest professional audience, use 


'Pencil Points . 


The Magazine of Progressive Architecture 


proved the research program, 
which calls for six reports annu- 
ally on local listening to stations 
in each of the 81 cities. 

The reports on simultaneous 
interviewing in each city of 50,000 
or more in population constitute 


“an important step toward simpli- | 


fying and standardizing research 
|information available to buyers of 
national spot radio time,” the 
committee felt. 

A feature of the reports will be 
ithat the sample varies according 
to the populations in geographic 
areas and city size groups sam- 
| pled, ranging from 6,270 dialings 
|in the smaller cities to 120,000 per 
| report in the largest city. 
| The list of cities follows: 

New England: Boston, Bridgeport, 
| Worcester, Springfield, Mass., Hart- 
ford, Providence, Waterbury, Portland, 
| Manchester. 

Middle Atlantic: New York, Phila- 
delphia, Pittsburgh, Buffalo, Scranton, 
Utica, Reading, Syracuse, Rochester, 
| Erie, Wilkes-Barre, Harrisburg, Johns- 
town, Schenectady, Altoona, Trenton. 
| Bast North Central: Chicago, De- 
| troit, Milwaukee, Cleveland, Columbus, 
Toledo, Akron, Grand Rapids, Dayton, 
South Bend, Indianapolis, Cincinnati, 
| Rockford, Racine, Springfield, I11., 
| Springfield, Ohio, Evansville, Ind. 


West North Central: St. Louis, Du- 
luth, Wichita, Omaha, Kansas City, 
Des Moines, Minneapolis and St. Paul, 


Springfield, Mo. 


South Atlantic: Baltimore, Washing- 


} ton, Richmond, Wilmington, Atlanta, 
Jacksonville, Winston-Salem, Colum- 
bia, Columbus 

Kast South Central: Birmingham, 
Louisville, Memphis, Jackson. 

West South Central: San Antonio, 


Houston, New Orleans, Oklahoma City, 
Dallas, Tulsa, Little Rock, Shreveport. 
Mountain: Salt Lake City, Denver. 
Pacific: Los Angeles, San Francisco, 
Portland, Sacramento, San Diego, 
Seattle, Spokane, Fresno. 


Davis to A. O. Smith 


R. V. Davis, general supervisor 
of sales promotion for Southern 
California Gas Company, has been 
appointed Pacific Coast sales man- 
ager of the home appliance di- 
vision of A. O. Smith Corporation 
at Los Angeles. 


Drug Account to Doner 

Cooper Drug Company, Detroit, 
manufacturer of Aspir-Plus, head- 
ache tablets, has appointed W. B. 
Doner & Co., Detroit, to place ad- 
vertising in newspapers, radio and 
direct mail. 


_ a 
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Religious programs 
for Chicago's millions 


---via WMAQ 


CHICAGO 


NBC’s key midwest station 
670 on your dial—50,000 watts 


The need for Religion has never been greater dur- 
ing any period of our country’s history. America’s 
millions today are seeking the comfort and sta- 
bility that only Religion provides. 

Religious programs, the finest for all faiths, have 
been a regular policy of WMAQ, NBC’s key mid- 
west outlet. This far-reaching policy, in fact, in- 
cludes every branch of the cultural and educational 
fields— Drama, Education, News, Book Reviews, 


Music . . . they're all an integral part of WMAQ 


programming. 


To this policy belongs much of the credit for 
making WMAQ the CHICAGO STATION MOST 
PEOPLE LISTEN TO MOST. 

This is yet another reason why WMAQ is the 
logical choice for local and spot campaigns. Astute 
advertisers know that their campaigns on this sta- 
tion do reach and influence Chicago’s millions .. . 
that increased sales and profits are the result. 


In Chicago it’s WMAQ. 


REPRESENTED BY NBC SPOT SALES 


Sv 


A Service of Radio 
Corporation of America 


Retiring DeSoto 
Veteran Sets Up 
Record Sales Mark 


Detroit, Nov. 28.—Leaving a 
|sales mark that will not easily be 
equalled in the automobile indus- 
try, Leroy G. (Roy) Peed turned 
his attention to personal interests 
lthis week 
after resign- 
ing as vice- 
president in 
charge of sales 
for the De- 
Soto division 
of Chrysler 
Corporation. 

The 56-year- 
old sales ex- 
ecutive, who 
announced his 
retirement 
after 16 years’ i ree 
service with Chrysler, is credited 
with having had charge of selling 
| some 3,240,000 passenger cars dur- 
ing the past 22 years—a number 
equal to one of the better year’s 
production figures for the entire 
industry. 

One of the first to realize the 
potentialities of motorized trans- 
portation, he started at the age of 
19 as a “grease monkey” with the 
Maxwell-Briscoe Company in New 
Castle, Ind., at $18 a 60-hour work 
week. After a year of training as 
apprentice mechanic, he was ap- 


pointed in 1909 as chief of the 
company’s road test department, 
/ and in the following year as a 


| ‘‘trouble shooter” on a roving as- 
signment. 


Heads Racing Team 


| 
At that time auto makers in- 
| clined to the view that the racing 
| car was about the best advertising 
|medium for their products. Mr. 
| Peed, who admits that he got quite 
a thrill traveling at till-then un- 
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heard of speeds of 60 to 80 rm je 
/an hour, became well known 
‘captain of the company’s ra: ing 
teams. 

Although—and perhaps bec 
|—a participant in several ra , 
track accidents, he frequently jc 
ceeded in obtaining the amou: of 
publicity sought by Maxwell-] js. 
coe for its cars. 

In 1912 and 1913, he gave n ich 
|of his time to educational rk 
among blacksmiths, teaching t eam 
and others the fundamental. of 
auto mechanical work. It vas 
missionary work like his ‘at 
brought about the reconversio: of 
blacksmith and metal work ng 
shops into automobile repair s! jpg. 

As experimental engineer and 
publicity man for the reorganized 
Maxwell Motor Car Company, 
Detroit, he was called on to under- 
take a variety of promotional ac- 
tivities. In that period, he direct- 
ed the first commercial movie of 
the automotive industry. He had 
charge of installing the Maxwel] 
exhibit at the San Francisco Ex- 
position of 1915. He later set up 
and operated the company’s first 
retail branch in Philadelphia. 


Joins Willys-Overland 


In 1917 he left Maxwell to be- 
come a branch manager for Wil- 
lys-Overland in New York. One 
day the late Will Rogers wandered 
into the showroom and was in- 
duced by Mr. Peed to buy a sec- 
ond-hand Overland, the first car 
Rogers owned. Mr. Peed had to 
take Rogers into Central Park to 
show him how to operate the ma- 
chine. 

Enlisting as a captain in the 
Army Quartermaster Corps in 
1918, he served in its motor trans- 
port section “breaking bottle- 
necks” in the production of Army 
|vehicles. Mustered out of the 
Army in 1919, he returned to 
Willys-Overland in New York as 
eastern regional manager. In 1922, 
after a period as manager of a To- 
_— factory branch, he was named 
general sales manager, directing 
‘the work of 1,200 salesmen and 
‘advertising employes. He _ had 
chain of selling 1,350,000 W-O 
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es in the next few years.; pointed president and_ general 
yn that job that Mr. Peed | manager, in complete charge of 
ssociated with the late | operations. 

Chrysler, who in 1928) 


Caldwell Joins Ayer 


Benjamin Palmer Caldwell Jr., 
with Underwriters’ Laboratories, 
Inc., at Chicago, as assistant sec- 
retary and director of public rela- 
tions for the past nine years, has 
| joined N. W. Ayer & Son, working 
lout of the Chicago office. 


Prest-O-Lite to N. Y. 


Prest-O-Lite Battery Company, 
Indianapolis, has opened a New 
York sales office in the Chrysler 
building. James A. Franklin, divi- 


sion manager, will be in charge.| representative at Los Angeles. 


Dumont Plans New Drive | 
Laboratories, | 


Allen Dumont 
through Buchanan & Co., New 
York, will increase advertising ex- 
penditures, effective next Febru- 
ary, ‘about .33 1/3%. 
expansion will be devoted to news- 
papers in the television markets. 


Dunlap to ‘Pathfinder’ 

W. A. Dunlap, formerly man- 
aging editor of Kiwanis Magazine, 
Chicago, has joined Pathfinder, | 
Washington, D. C., as West Coast | 


Bulk of the | 
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Sutherland to WOL 


George Sutherland, former pro- 
gram manager of WFCI, Provi- 
dence, has joined WOL, Washing- 
ton, as production manager. 


MULTIGRAPHING—FILLING-IN 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8656 


e led by banking interests |, , 
z nic. the W-O set-up. Mr.| Jr. Companion’ Appears 
= BErysler became executive vice-| jm December ‘WHC’ 
if 'dent, but resigned after only os é ne 
‘. *e + ne to take over the presi- The “Junior Companion, a new 
ee oy Maxwell. department which will actually be 
h om 1928, Mr. Peed was in-|@ book within a book, designed to 
r Ee by Mr. Chrysler and J. E. interest ’teen-age readers, will ap- 
n * ds. sales vice-president of | pear in the December issue of Wo- 
if soba to join the newly formed | man’s Home Companion. Sixteen 
: vale) Corporation, for which | to 22 features, some of which ap- 
it HB Maxwell organization served | peared regularly in the magazine 
t HR. ba Accepting the position | in the past, will be carried. 
. seneral sales manager of the} 
s. BBcoto division, Mr. Peed began a 
d BB iod as director of DeSoto mar- 
d Bing operations that was to last 
years. He became vice-presi- 
- BBi in charge of sales in 1931. 
= Resides directing the sales of 
: ne 1,890,000 DeSotos, he spent 
f e of his time in recent years 
duties as vice-president of the 
| Zmouth division and of the 
rysler Corporation. 
> Pirection of sales for DeSoto has 
t Hy taken over by J. B. Wagstaff, 


al 


eral 


neral sales Manager. 
.. formerly vice-president and 


C. E. Blei- 


manager, has been ap- 
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HICAGO 7, ILLINOIS 
118 SO. MARKET ST. 


7 
1EW YORK 17, N. Y. 
22 EAST 42nd STREET 


Just as '‘Wheaties” is famous as the ‘Breakfast 
of Champions”, Poultry Tribune is the “Maga- 
zine of Champions" in the Poultry Farm Field. 


.. . You can’t afford to leave a 


“TWO BILLION DOLLAR HOLE” 


in your Farm Magazine Schedule 


gross farm income from 


Poultry and Eggs was $2,867,000,000 


(SOURCE U.S.D.A.) 


To cover the most Responsive 
Section of the Farm Market USE... 


al U LT RY T RI B U iV E America’s Leading Poultry Farm Magazine 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION * AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Ill. * Representatives—New York: Billingslea and Ficke—Chicago: J. C. Billingslea Co. 


WHEATIES rns 


~ 


“a 


Your Farm Paper List is Not Complete 
without POULTRY TRIBUNE... 
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‘Post’ Names Snyder 

Jack T. Snyder, a member of 
the advertising staff of the Post- 
Tribune, Gary, Ind., for the past 
five years and son of its publisher, 
J. R. Snyder, has been appointed 
business manager. 


“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the sensational descriptive booklet of — 
_ the Building Market, Contains informa. — 
tion impartially presented that's easily | 


off the prétiy er ask yiue-advaiiiting 
| gency about 
PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


Tie 


Congress Asked for 
Quick Approval of 
1945 Surveys 


Washington, Nov. 29.—Proceed- 
ing on the theory that government 
and business must have accurate 
facts on the nation’s economic 


| status in order to insure transition 


to a high level of postwar produc- 
tion, statisticians from 23 federal 
agencies have worked out a $9,- 
672,000 fact-gathering program for 
early 1945 to provide new data on 
manufacturing, distribution, em- 
ployment, income and spending. 
Forwarded to Congress with an 
urgent appeal for quick action, the 
study involves nationwide surveys 
of consumer expenditures and sav- 
ings; consumer income; a Census 


of Manufactures, and a sample 


Federal Agencies Ready 
$9,672,000 Census Effort 


Census of Business. Other studies, 
including a survey of intentions 
for the postwar use of accumu- 
lated savings, particularly with 
|respect to consumer goods, are 
still under consideration for the 
busy 1945 statistical boom. 

The over-all study, originally 
requested by President Roosevelt 
late in August, was outlined by a 
committee of nearly 100 govern- 
ment officials working under the 
supervision of the Bureau of the 
Budget. Before definite recom- 
mendations were adopted, the ob- 
jectives were considered and dis- 
cussed with such organizations as 
the National Bureau of Economic 
Research, the National Industrial 
Conference Board and the Twen- 
tieth Century Fund. 

In addition to the full-scale 
Census of Manufactures, and sam- 


ple studies of distribution, income, 


es 
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AY receives priority 


4 


area dinner tables through consistent 


advertising in The Courant, 


and penetrates the whole 


on Hartford 


the percentage of local advertising placed 
in The Courant. 


Nationally Represented by 


which covers 


market and 


produces direct results wherever it goes. 


Grocers and other retailers see these 


results, so in four years they have doubled 
A CONNECTICUT INSTITUTION SINCE 1764 


Gilman, Nicoll & Ruthman 


THE HAMA FORD 


bo urant 
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and savings and expenditures, the 
final reports will be based on ma- 
terial which has already been col- 
lected in the report forms of WPB 
and other agencies, and the Census 
of Agriculture for 1944, already 
authorized by Congress. 

By pooling their resources, the 
federal statisticians will bolster 
the information which they collect 
by drawing on state employment 
figures, the regular labor force 
reporting machinery of the Bu- 
reau of the Census, Internal Reve- 
nue and Social Security earnings 
data, and a host of other sources, 
all of which are expected to con- 
tribute to a carefully drawn pic- 
ture of the size and location of 
industry and business, and the 
economic status of agricultural 
and non-agricultural labor. 

Probably the most ambitious 
effort in history to take a statisti- 
cal snapshot of the economy, the 
Presidential Census is intended to 
insure a record of America’s eco- 
nomic system at the height of its 
productivity, but in addition it is 
expected to provide government 
and industry alike with new fig- 
ures on which to do postwar plan- 
ning. 


Smith Outlines Need 


In submitting his request for 
funds to Congress, Harold D. 
Smith, director of the Bureau of 
the Budget, pointed out that as a 
result of wartime changes, busi- 
ness men are now confronted with 
conditions very different from 
those that prevailed in 1939. “They 
cannot tell accurately which of 
their markets are temporary and 
which are lasting. To the extent 
that they misinterpret actual 
conditions through the use of 
obsolete facts, costly delays may 
occur in the forthcoming recon- 
version period and unnecessary 
business losses and unemployment 
will result.” 

To guide planning, the reports 
have been arranged so that they 
will provide maximum informa- 
tion about the amount of consumer 
purchasing power and the patterns 
of consumer spending, useful in 
estimating needs of postwar mar- 
kets. They also are to show the 
distribution of this purchasing 
power among occupational groups 
and where it is located geographi- 
cally. 

Other reports are to _ reveal 
how peak wartime production has 
changed manufacturing activities 
and the location of 


of distribution, and the patterns 
of wages and wage rates in basic 
industries. 


Business Census Difficult 


Discussed at long inter-depart- 
mental meetings beginning Sept. 1, 
the surprise feature of the final 


plan comes in the inclusi » of 
sample Census of Busin: ss, , 
garded by many as a difficult , 
uncertain venture. Despite con: 
erable debate on the issue 
Census of Business, or a 
call it, the Census of Distr bytiy 
was voted when the Smaller y 
Plants Corporation and ot ers 
sisted that accurate info ma; 
on the wartime experie: ces 
wholesale and retail traces , 
services is necessary. 

Full studies of manufsctury 
and business were last made 
1939. Most officials agreed ty, 
prewar figures are now valuele 
and that entirely new “beng 
marks” are necessary to insure ¢ 
accuracy of any current statistic 
reports which may be issued } 
the Department of Commerce g 
others. 


Data on All Indusrties 


As approved by the inter-a 
partmental committee, the speg; 
Census of Manufactures wil] } 
made on a single schedule covey 
ing data applicable to all indy 
tries and will omit supplement, 
special industry questions. Prog 
uct value data will be collect 
for about 1,000 classes of man 
factured goods, but detailed dat 
on shipments has been passq 
over. Questions on consumptio 
of materials have been replaca 
by requests for only the dolla 
figure on total costs of materia 
supplies and containers. 

Primary purpose of the Cens 
of Manufactures will be to prd 
vide industrial classifications fg 
all manufacturing establishmen 
operating in 1944, showing tt 
manufacturing industry patten 
by geographical areas, and man 
facturing output, and employmer 
by industries and areas. 

The Census of Manufacture 
will begin in January, 1945, a 
preliminary tabulations are ex 
pected by July. While plans f 
the final reports are not definit 
Mr. Smith says they will provid 
a complete picture of the numbe 
of manufacturing plants and the 
location, the types and value 4 
products in each plant, the num 
ber of people employed and the 
total wages, and summary fat 
on inventories and size of man 
facturing plant. 


Covers Trade and Services 


Still in a preliminary stage 
planning because of its late star 


industrial | the Census of Business, to be take 
employment; shifts in the channels | during the first quarter of 194 


will also use a “bobtailed” que 
tionnaire. According to the ap 
proved plan, it is to cover th 
entire field of wholesale trade, re 
tail trade and services, showin 
the number of establishments 
sales, inventories and employmen 
classified according to size, gé0 


and hunches with solid, scientific fact. 


THE SCIENTIFIC 


Just Published! 
SELECTION 


Make sure of a top-notch salesman 
before he has signed the payroll! 


Here is a watertight method of making certain the 
salesman you hire is going to work out a hundred 
yercent on the job. A method to help you make sure, 
sefore costly trial-and-error hiring, just which men 
ire equipped to meet successfully and profitably the 
requirements of the particular sales job. 
that’s been through all the tests, replacing instinct 


It’s stuff 


OF SALESMEN 


@ This book shows you how to 
revamp your application blank to 


Director of Personnel Research Foun tion, # 
Vice-President of the Sheldon Sch: 


259 pages, 5% x 8, 13 charts, 28 tebdies, # 


By J. L. Rosenstein 


Chicag 


give only pertinent data which 
means something in making a 


| selection. The first book to describe the actual 


| @ It shows which tests for per- used 


| sonality, sales aptitude, mental 
| ability, social intelligence, etc., etc., 
| are best for your purposes and how 
| to administer them. 


ie It gives practical methods for 
| tabulating data and making a judg- 
| ment based purely on the records. 


tests 


effort, 


expert, 


lar ge and sm all 


by the consulting psychologist 


it shows the advertising execu 


use selection profiles, the interview, ret 
as a unified selection device. HH: 


niques applicable to practically every pl! 


wholesale, reta 


direct and chain store sales personnel 


See it 10 days—Send this McGRAW-HILL cx upo! 


ee ee ee ee ee SE EE EG Ge Geer ee GS 


McGraw-Hill Book Co., inc., 330 W. 42nd St., 


New York 18, N. Y. 


] Send me Rosenstein’s The Scientific Selection of Salesmen for 10 days’ examination 
In 10 days 1 will send $3.00, plus few cents postage or return book postpaid (Post 

l cash orders 

| Name 

| Addre . Position 

! City and State Company. . ‘ coceresed 

1 Books sent on approval in the United States only.) 
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1g 

grap! c area and kind of establish- 
of m nt 
Sy nT sample is still being pre- 
It ag pared, but it is to include adequate 


ONS sovernge of small units of trade 
°, and scrvices, and complete cover- 
#8 f larger units, including 
and major department 
° WHE crore Officials assume that the 
TS iM -hift n population resulting from 
Nati@M the var, difficulties in obtaining 
5 help and goods to sell, have greatly 
, ed trade channels. By com- 

narin. the sample census—which 
tur §< to cost about 15% as much as a 
de @¥ yj] report—with 1939 figures, in- 


| th dustry and government will have 
ueleg@™i . new “benchmark” for the dis- 
enc tribution system. 

re { The Census of Manufactures is 
ist to be taken by the Bureau of the 
ed Mi Census by mail, and to cost 


e arm s2. 400,000. The Business study, 
also a mail census, to be taken by 
the Bureau of the Census, will cost 
$1,200,000. 


er~dg Other sections of the study are 
Peci@™# even more ambitious. The con- 
ill WM cumer income study, largely a 


mail census to be made by the 
Bureau of the Census in coopera- 
tion with the Department of Agri- 
culture, will cost $3,710,000, and 
the consumer expenditure and 
savings report, though a consider- 
ably smaller sample, will be based 
on personal interviews, and cost 
$2,362,000. Knowledge of spending 
and saving, Mr. Smith explains, 
is of vital importance to market- 
ing analysts and producers, who 
need to know what markets they 
can expect for goods, and where 
they are. 


More Labor Data Sought 


The committee recommended 
msiderable expansion of the Bu- 
eau of the Census’ regular 
monthly labor force report to pro- 
vide current estimates on the dis- 
tribution of the labor force by 
major regions and for principal 
states, and eventually for 30 large 
production areas containing 46,- 
000,000 persons. Though not an 
ntegral part of the Presidential 
Census, this recommendation 
would provide monthly data for 
each state giving employment in 
manufacturing and non-manufac- 
turing industries. The committee 
iso suggested wage rate studies, 
including a continuous work-his- 
tory of 5,000 to 6,000 workers for 


es the purpose of revealing wage 
trends. 
age GE A sample of 300,000 households 


—about 1% of the national total— 
vill receive the questionnaire for 
the income study, probably in 
March or April. Within two or 
three months, preliminary figures 
may be available on the distribu- 
tion of national income by geo- 
graphic area, community size, 
occupation, branch of industry, 
ol ggaaaaa of earners in the 
family, 


[ can’t give you the 
out, Jeeves, but you 


have the best substi- 
I know—my copy of 
E Magazine.” 


_ Except for larger states, use of 
the sample method will make it 
impossible to provide reliable state 
estimates. There will be repre- 
sentative samples, however, for 
four broad geographic regions and 
the 23 largest metropolitan dis- 
tricts. Final national tabulations 
will give income for families and 
individuals in five sizes of city and 
by rural farm and nonfarm groups. 
Separate tabulations will be in- 
cluded for 30 or more agricultural 
industries, and 20 socio-economic 
groups. 

The income study will show in- 


|come received from every source, 
|including net income from self- 
employment. It will ask family 
| status, rent, and numerous ques- 
| tions designed to reveal the true 
|income of the family. 


To Question 20,000 Families 


One of the most delicate jobs 
| will be the consumer expenditure 
|and savings study, to be conducted 
|on a personal interview basis by 
|the Bureau of Labor Statistics, the 
Bureau of Home Economics and 
the Bureau of Agricultural Eco- 
nomics of the Department of 


49 
Agriculture. Involving talks with); January, with preliminary infor- 
20,000 sample families, it is in- mation expected by April. The 
tended to show income and ex- | sample will be weighted to cover 


eight income brackets, numerous 
socio-economic groups, 20 indus- 
trial groups, four regions, five com- 
munity sizes, age and family size. 
The questions for the interviews 


penditure data, changes in assets 
and liabilities and accumulated 
savings by national totals, and 
economic groups, region and fam- 
ily-size. Interviews are to begin in 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 
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will cover about 300 savings and 
expenditure items. 

The main schedule will cover 
housing, neighborhood conditions 
and medical care as well as other 
costs, and will be supplemented 
by a special food schedule con- 
taining 180 items for listing the 
amount of food purchased and the 
amount of home-produced food 
consumed. 

A small scale study of 3,000 
families to determine “food ade- 
quacy” will also be taken early in 
1945, and a second sample later. 


7 sists | Sl 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its ~~ Cover this market 
thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


The analysis, by the Bureau of 
Home Economics, is expected to 
cast new light on the percentages 
by which families fall below theo- 
retical standards of nutrition; the 
level of expenditures at which 
families can buy an adequate diet 
and the proportion of families at 
different income levels that achieve 
adequate diets. 

Proposals for a study of the 
adequacy of clothing were put 
aside, although perhaps 500 fam- 
ilies may be questioned on an 
inventory of key clothing items. 
Still pending is the suggestion that 
data on current accumulated sav- 
ings by economic groups be com- 
piled from information available 
at banks and the Treasury De- 
partment. Also still alive is the 
study of consumer attitudes toward 
postwar purchase of durable goods, 
a study which has previously been 
made on a small scale by WPB. 


CAPT DISCUSSES 
CENSUS OF BUSINESS 


Chicago, Dec. 1. — Discussing 
1945 plans of the Bureau of the 
Census, J. C. Capt, director of the 
bureau, speaking today at a war- 
time conference of the American 


| Marketing Association, said that a 
| sample Census of Business to be 
taken early in 1945 will cover 
wholesale trade, retail trade, and 
certain service and other types of 
establishments. 

The retail sample will provide 
information only for larger metro- 
politan areas and a few of the 
larger, more populous states, but 
“will be adequate to provide ex- 
tensive regional and national in- 
formation,” he said. 

The sample for wholesale trade 
will amount to substantially com- 
plete coverage of certain types of 
important establishments and will 
provide statistics by kind of busi- 
ness “for each of the larger whole- 
sale-trade centers, for states with 
important wholesale activities, and 
regions.” 

Figures resulting from the spe- 
cial study will be such as to re- 


flect changes since 1940, when 
regular studies were made, he 
said. 


Murphy Promoted 


Gerald L. Murphy, a senior as- 
sociate of McKinsey & Co., man- 
agement consultant, New York, 
has been elected a principal. 


CTUALLY, it’s a fact! Results just tabulated in a recent survey 
on immediate postwar purchasing plans of Kansas farmers con- 
ducted by Kansas State College Agricultural experts, reveal that 
there are Jayhawker farmers who are planning to purchase air- 
planes. However, the big bulk of the millions of planned purchasing 


will go 


into more usual items for farm use. Sixty per cent of the 


farmers reporting indicated they will pay for improvements, repairs, 
new buildings and equipment with CASH ON HAND or FROM 
CURRENT INCOME! 


Large purchases of hay and row-crop machinery is listed, indicat- 
ing continued and increased emphasis on crop diversification. 


The most extensive machinery purchases will be tractors, trucks 
and combines. Naturally, paint and fencing also rank high in post- 
war purchasing plans. 


A great deal of electrical equipment, from refrigerators to radios, 
is also being contemplated. For home repairs and improvements 
kitchen and bathroom equipment are predominant. 


Assure your products addition to this great postwar shopping list 
by placing KANSAS FARMER, the guide and counselor for all 
things agricultural in Kansas, on your 1945 advertising schedule! 


Warns Against 
Trend to State 


Ownership 


Springfield, Mass., Nov. 29.— 
Industrialists were warned against 
“an irresistible trend in this coun- 
try and Great Britain toward state 
ownership,” by John H. VanDe- 
venter, president and editor of 
Iron Age, at the fourth annual 
;}marketing forum held this week 
under the sponsorship of William 
B. Remington, Inc., Springfield ad- 
vertising agency. 

Speaking before nearly 200 rep- 
resentatives of leading industrial 
plants in New England and New 
York, Mr. VanDeventer assailed 
“confiscatory taxation” as pushing 
private enterprise to the wall. 
“Excess profits taxes remove ap- 
proximately 95% of industry’s 
gain in this country and 100% in 
Great Britain,” he said. 

“While we have our share of 
state landlordism in this country, 
this sort of pressure toward state 
ownership in the rebuilding of 
England is terrific and is making 
a tremendous effort to destroy pri- 
vate ownership,” he emphasized. 
“Politicians in both countries have 
promised labor a new era of more 
for less. The British workingman 
really expects a 75% increase in 
salary after this war. He wants 
social security, a seasonal guaran- 
tee and shorter working hours in 
the same manner as labor in this 
country. 


Expects ‘Public Clamor’ 
“There will be great public 


| clamor when labor finds that these 


things won’t work out. Then there 
will be an additional clamor for 
more public spending which will 
lead to more solid state owner- 
|ship.” Mr. VanDeventer also 
|charged Great Britain with at- 
tempting to “nationalize the great 
industries.” 

| Earlier, members of the forum 
| were addressed by Donald M. Ho- 
|bart, director of research for the 


| Curtis Publishing Company, and | 


Advertising Age, Decembe, 4 a 


F. F. Munroe, New Engla 4 p, 
ager of the company. q 
“Facts indicate that forn er y, 
have not resulted in in meq 
collapse or depression,” [y x 
bart told the industrial ex cyt) 
“The record shows that € 
case there has been a few mom 
of hesitancy, a year or more 
active business, followe: j, 
relatively short period tra 
and financial adjustmen: an; 
succeeding period of p: ospe 
extending over several y: ars” 
Mr. Munroe parallel { , 
England’s decline in total jatioy 
advertising from 5.9% in 1999 
4.1% in 1939 with a correspon; 
decline in manufacturing actiyj,j 
from 10.4% to 7% of the nation 
average in the same period. pr 
cipal declines were attribute, 
the paper and textile industries 


WPAT Uses Outdoor 


to Boost Programs 


To impress on the _listenj 
audience of northern New Jers 
the location of WPAT, Patersy 
at the center—93—on the raq 
dial, WPAT is using nine outdo 
posters, prominently displaying ¢j 
station’s call letters and dial oe 
tion. Streamers describe specif 
feature programs as well as th 
presentation of United Press ne 
every half-hour. 

The station reports that sg 
after Outdoor Displays of Passa 
N. J., began painting on the cop 
a night club, located about 500 { 
from one of the bulletins, call 
| WPAT and bought time on t 
| program that was featured at th 
location. 


| Keeshan and Huhta 


Join N. Y. Agency 
Alfred G. Keeshan has resigr 


as vice-president of Frank H. I¢ 
|Company and Disney Hats | 
| Danbury, Conn., to join Bermin 


|ham, Castleman & Pierce, Ne 
| York, as vice-president. Ray 
|Huhta, formerly with Kenyor 
| Eckhardt, Inc., New York, hg 
joined the agency as media dire 
tor. 
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1’ Names Phillips 
ertising Director 


al Phillips, advertising man- 
f the Treasury Department’s 
aper section in charge of 
nd promotion since last 
-y, has resigned to become 
tising director of the New 
s Item. He succeeds Leo R. 
k, who has resigned. 
Phillips served as a lieuten- 
g) in the Navy’s public rela- 
office in Washington, D. C., 
going to the Treasury. Pre- 
to entering service he was 
and partner of the Parish 


& Phillips Newspaper Advertising 
Syndicate, Miami. 


‘Liberty’ Boosts Mayo 

R. A. Mayo has been appointed 
advertising manager in charge of 
sales for Liberty Magazine Canada 
Ltd., in Canada and the United 
States. Mr. Mayo has been asso- 
ciated with Liberty’s advertising 
staff for the past 12 years. 


To Cocktfield, Brown 


Paul J. McConvey, formerly on 
the sales staff of Bell Telephone 
Company of Canada, has joined 


the Toronto office of Cockfield, 
Brown & Co., as account execu- 
tive. Duncan N. Morris, previously 
with J. J. Gibbons Ltd., and Ron- 
alds Advertising Agency, Mont- 
real, has been appointed an ac- 
count executive at  Cockfield, 
Brown’s Montreal office. 


A&P Promotes Capstick 


Harry Capstick, formerly with 
the Montreal office of the Atlantic 
& Pacific Tea Company, has been 
made sales manager at Toronto. 
He succeeds W. F. Robinson, who 
will become assistant to the mer- 


~ 4 x 
|chandising manager of A&P at 
Toronto. 


Rovetta Heads 


Restaurant Program 
Charles A. Rovetta, associate 
professor of business economics at 
the University of Chicago, has 
been appointed director of the 
restaurant administration program 
at the university, succeeding 
George H. Brown. With a $100,000 
budget granted by the National 
Restaurant Association, the uni- 
versity conducts a research and 
educational program in the field, 


_ 


pope 


Out of the fires of war. a new world is being born. It will be a smaller, 


closer-knit, better understood world...not only because millions of 


Americans in service will have seen so much of it...not only because millions 


more will travel farther and faster on tomorrow’s global airways... but equally 


because full information about what goes on in every corner of it is transmitted so 


efficiently to every literate citizen. @ Relying on their newspapers as never before... 


relying not on words alone, but on maps and charts and pictures as well... people 


are beginning to see their world and its problems more clearly than ever, to acquire 


an understanding of world geography and world affairs such as they've never 


had before. @ With such an audience turning so eagerly to newspapers every day, 


it’s only natural that advertisers are finding in newspaper space 


the most potent way of making the people understand the part 
business has been playing in the war...and the part business 


expects to play in building tomorrow’s new world. 
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MEET THE MAN WHO BUYS 
THE EQUIPMENT 10 FEED 
40 MILLION PEOPLE A DAY 


Do You Want fo Start Selling Him 
NOW, as 200 Other Manufactur- 
ers Are Doing? Here’s the Way: 


j ire man with his back to the camera is 
just about the busiest manin America. 
But he’s not too busy to look your way. 


In fact, he’s got to look at what you make 
and sell, in order to stay in business. 


But in these fast-moving times, you have 
to make him look, in order to get his atten- 
tion and his business. 


He’s America’s hard-pressed, overworked 
restaurant operator—much of his equip 
ment wornout by the unprecedented de- 
mands of wartime travel. 

Very soon—as soon as Washington will 
let him-——he must buy 114 billion dollars 
worth of goods, products and services 
just to replace his wornout equipment and 
for modernization. And in some cases, 
lifting of wartime restrictions enable him 
to buy right now. 


But this man, no matter how much he 
needs what you make, cannot buy it 
unless you tell him about it. 


You won't reach him through your na- 
tional advertising. He has little time to 
read. But he does read the business maga- 
zine in which he usually finds his profit- 
making information and ideas for present 
as well as postwar operation—Restaurant 
Management. 


Already, 200 other manuf?.cturers are ad- 
vertising to him, through Restaurant Man- 
advertising pages. They 
building valuable postwar franchises in 
the huge $1,250,000,000 restaurant mar- 


ket. Some of them are taking postwar 


agement's are 


and their competition may 
be on the outside looking in. 


orders now 


NOTE: For the time being Restaurant Man- 
agement can accept some additional space 
(notwithstanding a linage increase of 
59%, Ist 11 months ’44 over '43). This is 
possible because of voluntary economies 
we effected on paper consumption before 
WPB curtailment directives. 


RESTAURANT MANAGEMENT 
takes this opportunity of giving credit 
where credit is due. Hearty congratu- 
lations to GEORGE R. LESAUVAGE, 
re-elected President of the National 
Restaurant Association, and FRANK 
J. WIFFLER, Vice-Presi 


dent, for handling the most successful 


Executive 


restaurant meeting in the history of 
the Association, October 10, 11 and 12 
in Chicago, II. 


Ahrens Publications 


RESTAURANT MANAGEMENT 


HOTEL MANAGEMENT HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, WN. Y. 
333 N. Michigan Avenue, Chicago 1, lil 


Representat Blanchard-Nichols Os- 
born, 805 C & S National Bank Bldg 

Atlanta 3, Ga Blanchard-Nicho 160 
Bush St., San Frane o 4, Calif Blan- 
chard-Nichol 44% South Hill St Los 


Angeles 13, Calif 
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= How Business and Industry Are Preparing for a Peacetime World 


‘Over-Dealing’ Threat Seen 
by Ford Sales Executive 


Pointing out that 7,000,000 cars 
a year may be produced after 


V-Day, compared to a previous 
record of 5,600,000, J. R. Davis, 
director of sales and advertising 


WANTED! 


NEW LINES OF MERCHANDISE 
Manufacturers representative, long established, 
with splendid following in Rocky Mountain 
Region, wants new lines of merchandise to 
distribute on commission basis. Have repre- 
sented some of the country’s largest manufac- 
turers. Splendid sales record. 

IT 


J. WILLIAM MOLL 
930 Grant Street Denver 3, Colorado 


so ts i ti a ia oe Saeenasansid 


|of the Ford Motor Company, re- 
|cently warned against “over-deal- 
ling, over -production and over - 
| allowances by dealers.” 

| Declaring that never before were 
there so many applications for 
|'Ford dealerships, Mr. Davis said, 
“J don’t know other companies’ 
| policy in respect to dealer expan- 
|sion, but we are not expanding 
|our dealer organization.” He said 
| some additions will be made in 
'certain localities necessary from a 
| service standpoint, but that the 
|organization that obtained during 
the war “will be able to merchan- 
dise all the cars we can build for 
many months to come.” 


WWL Advt. 
Oct. 1940 


... You Think of 


When You Think of 


NEW ORLEANS 


The Air Capital of the South 


| 
CHICAGO & 


SOUTHERN A 


NEW ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE —REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


a 


. se a - 


New Orleans 


FLA. 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Heoded for PERMANENT Prosperity 


INC. 


Of the expected increase in pro- | 


duction, he said, ““We have already 


day is having enough good sales- 
men to assure the complete utili- 


, decided upon the plant and facility | zation of our vast industrial plant.” 


| expansion ee 
|}mind the long pull rather than a 
| brief period of rich production.” 

Calling allowances a “third dan- 
| ger signal,’’ Mr. Davis said, “There 
|will be no occasion for many 
months after we resume produc- 
tion for dealers to trade used cars 
without making an actual net 
profit on the used car accepted in 
trade—that is, of course, provided 
allowances are not any higher 
than they need to be.” 

us te a 


The oft-rumored low-price Ford 
is now rumored to cost about 25% 
less than the lowest prewar Ford. 
Other rumors have it named the 
“Ford Lancer;” that, like other 
postwar Fords, its chassis will be 
made of stronger, new alloys; that 
it will have automatic transmis- 
sion, improved bearings and a 
completely “new” face. 


In a brochure entitled ‘“‘The War 
—The Peace and the Salesman,” 
M. S. Bandoli, vice-president, Vic- 
tor Adding Machine Company, 
declares, “The greatest problem 
confronting American business to- 


we are keeping in| 


He points out that acquiring 


‘those salesmen will demand new 
|concepts by management. 
|salesman of tomorrow 


“The 
must be 
assured of the reward and recog- 
nition his work deserves,” he said. 
“All too often in the past, his con- 
tribution has been inadequately 
recognized and soon forgotten.” 
Blaming management for its 
short sightedness in this regard, 
Mr. Bandoli said, “Surveys indi- 
cate that a large percentage of 
former salesmen now employed in 
war production have no desire to 
return to sales work.” In a recent 
survey he cited, of 437 war work- 
ers who had formerly been sales- 
men, nearly 300 said they had no 
desire to return to selling. 
Declaring that distribution of 
the products of our factories, 
farms and forests will determine 
the American way of life to come, 
Mr. Bandoli said, “The problem of 
recruiting, training and maintain- 
ing sufficient good salesmen _ to 
keep our factories running at a 
level that will provide reasonably 
full employment in the decade to 
come is a problem that far tran- 
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scends the mechanics of | 
per se.” 
oe * Bo 

Private flying after the 
require from 300,000 to 
planes, according to E. L. Ba 
assistant editor of the “ 
| Bulletin,” published 
Chek-Chart Corporation, ( 
Mr. Barringer derives hi 
mates from survey report 
by the Civil Aeronautics 
mission and the Crowell 
Publishing Company. He 
however, that the cost of ope; 
may discourage the purcha<e 
plane, 


lic’s attitude on this point. 

and maintenance of the pla 
ations. The lesson of proper 
of equipment was learned the 
way during the war, and it 


lesson that will be carried 
into the period of peace.”’ 
a * * 


postwar period as compared 


and advises oil men 4 
initiate ways to change the py) 


prewar,” according to Thomas 
Holden, president of F. W. Dodgé 
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Although several factors poiy 
to “rising production costs «nd to 
generally higher price level for thg 


TO SELL— 


GET THE FEEL OF THE DIESEL MARKET 
WITHOUT THAT BLINDFOLD! 


It's the old story. New advertisers ap- 
proaching a new field—small budget, 
sure their products fit the market, want 
to feel it out. Maybe you are one of these. 
If so, we can help you remove the blind- 
fold. We have helped dozens of others 
get the feel of the expanding Diesel 
Market, Agencies and Advertisers both. 
There's a lot to this market. There are 
many things we can tell you—ways we 
are glad to help. We have done it for 


others before, and we expect to do it 


many, Many times again. 


DirseL ProGress knows the language 
of the Diesel purchaser—knows what he 
wants to know about your product. We 


will help you or your agency build your 


Edited and Published by REX W. WADMAN 
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story. What's more, DIESEL PROGRESS 
will carry it to the top purchasing per- 
sonnel you want to reach. For DIESEL 
PROGRESS is a dynamic force that goes to 
the right places and gets things done. 
DiesEL ProGress can help you get the 
feel of this fast moving, profits 


ket—can help you remove the blindfold. 


A note will bring a representative. 
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Pl 


markets covered by 
Diesev Procress 
include 


Bus companie 
Consulting eng neers 


Contractors—r vid an 
general 


Dairies 
Engine manu 
Government ials 
Ice plants 
Industrial po 
Irrigating pri 

ible mar- 
Logging com 
Mines 
Vunicipalit 
Naval arc hite 
Oil drilling « 
Quarries 
Railroads 
Ship operat 
Shipyards 
Tractor user 
Truck fleet « 


Utility comp 


A few of the important 
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Air conditioning plants 
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New Stores will Crease 1500 
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Post-waR ft 

PROGRESS 
POSTWAR PLANS—To tell the public 
about its postwar program of expan- 
sion and service improvements, Fa- 
mous-Berr Co., St. Louis department 
store, has scheduled a series of large- 


space newspaper ads. This is the third 
in the series. 


orporation, in the study, “What 
nbout postwar prices?” just pub- 
ished by his company, “inflation 
pn the scale that obtained in 1919 
nnd 1920 seems unlikely.” 

Wider potentialities of consumer 
edit, increased government debt 
nnd enormous potential demands, 
factors that came into play in both 
he last world war and the present 
ne, appear to spell rising prices, 
ut Mr. Holden added, “there exist 
oday certain differences on the 
ide of curbing inflationary ten- 
Hencies in the postwar period.” 
He said, “Price controls have 
wen much more effective this 
ime. Business executives and peo- 
le generally are more _ keenly 
nware of the dangers of rapidly 
sing prices than they were 25 
ears ago.” 

He warned, however, “Actual 
rice behavior will depend in large 
art upon the behavior of the 
pending public. An early spend- 
ng spree could run prices up very 
apidly.”’ 


‘How to Run a Sales 


eet” Told by Hegarty 


Edward J. Hegarty of Westing- 
louse Electric & Mfg. Company, 
las written “How to Run a Sales 
feeting,” calling upon his wealth 


0 produce an exceptionally read- 
ble, practical volume of major in- 
erest to sales executives and 
thers faced with the problems of 
ranging and conducting staff 
neetings. 

The book, published by Mc- 
waw-Hill Book Company, New 
York, at $2, covers every. imagin- 
ble tient of sales meetings, from 
| by fe kind of chairs to provide for 
ESS ose in attendance to program 
Ind performance guides for vari- 
us types of meetings. It is in- 
ensely practical throughout, and 
hould be a useful guide to anyone 


M 


tant 


] 
plants 


if practical experience in this field | 


4 


|—veteran or tyro—who is re- 
quired to stage a sales meeting or 
| similar type of conference. 


Sloane Starts Service 


Chet Sloane has resigned as 
promotion director of Guide Mag- 
azines, New York, to open his own 
advertising consultant service with 
offices at 1776 Broadway, New 
York. Guide Magazines will be, 
retained as an account. Other 
clients will include the Labor Re- 
lations Institute and Calcu-Tax 
Company. 


IBM Aids Bond Drive 


International Business Machines 
Corporation, New York, through 
Cecil & Presbrey, has scheduled 
300-line advertisements in about 
1,550 English-language dailies and 


in most foreign-language news- 


and page and column ad- 
in about 80 maga- 


papers 
vertisements 


| zines for the 6th War Loan drive. 


‘Gaby to Lefton 


Gaby Company, Philadelphia, 
has appointed Al Paul Lefton 
Company, Philadelphia, to place 


advertising for Gaby Sun Tan and 
Anti-Chap lotions. Extensive ad- 
vertising and promotion will be) 
placed in magazines, radio, news- | 
papers, outdoor, car cards and) 
trade publications. 


Par Soap to Brisacher 

Par Soap Company, Oakland, 
Cal., has appointed Brisacher, Van | 
Norden & Staff, San Francisco, 
as its agency. Small space in 
San Francisco papers and in the 
Christian Science Monitor, as well 
as a daily five-minute radio strip, 
ire being used. 


| lanta, has been appointed business | 


| Dailies Raise Prices 


Single copy price on the three In- 
| dianapolis dailies, the News, Times 
and Star, have been increased one | 
centsto reach 5 cents each. Weekly 
carrier prices of all three and the 
Sunday edition of the Star were 
also increased. 


To ‘Electrical South’ 


Frank P. Bell, recently sales | 
promotion manager of W. R. C. 
|Smith Publishing Company, At-| 


manager of Electrical South, Smith 
publication, succeeding the late 
J. C. Martin. 


Form Simon Products 


Simon Adhesive Products Cor- 
poration has been formed to man- 
ufacture a pressure sensitive ad- 
hesive product, Eze-Stik, to be 
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}made in a roll form for label 
| printers. The company is headed 
| by Sander Simon, formerly east- 
) ern sales manager for Kleen-Stik 
|'Products. Offices will be at 220 
Fifth Ave., New York. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 


daily! 
* *& THE x * 


NEW HAVEN, CONN. 
JOURNAL-COURIER 


~ §Will Purchase 

, Small 

» & Advertising 
Agency 


nancially responsible 
rties desire to pur- 
ase a small or me- 
um-small nationally 
cognized advertising 
jency, preferably in 
@ Middle West. Cor- 


spondence will be 
eated in strict confi- 


ence, 
Box 6015 


ADVERTISING AGE 
10 Ohio St. Chicago (11), Illinois 
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Alert YOUR Trade-mark NOW 


For Postwar Competition 


Wartime population shifts have been enormous. Population shifts mean 
shopper shifts. Similar migrations of buying power will take place during 
postwar reconversion. Keep Your trade-mark alive—on displays and 
posters at the POINT OF PURCHASE; on booklets and folders at the POINT OF USE. 
Items developed and produced by Forbes will be correct... and fruitful. 


LITHOGRAPH CO. 
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charge §2. 
ifications (single ate den 


The Advertising Market Place 


The rates for this department are as follows: “He 
“Positions W 
tatives Availa 
cash 


v0 6 Wanted,” 
ted,” “Representatives Wanted,” and presen- 
e,” 60 cents a line, minimum Terms 

with order. All otherc 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
BY THE USBS OR OTHER 
AUTHORIZED CHANNELS. 


rates): 


top $35,000. 
$20,000. 


store merch 
45. Salary 


Washers. 


oie 


‘ 


18,000. 


0,000. MERCHAND 
B. Motors, Boats, Canvas Goods $ 
—Educat. films $7,500. 
text book field $5,200. 


PERSONNEL CONSULTANTS 


(Matching Men and Jobs) 
8 S. Michigan Ave., Chicago 3 


Free booklet “How to Match Men and Jobs” sent on request. 


TOP FLIGHT JOBS 


Our clients need 


SALES 


- $10,000. ACCT. EXEC.—Hi 


EXPORT MGR.—So. Am. Exp. in Radio, Electronic or Music Fiela— 
i oe 


ADV. DIRECTOR—Drug Cos. Mfg. : - Prop. & 
Ethical $20,000. MERCH.-MGR.—Heavy H. H. Elec. A pl. Suter 45 
SALES MGR.—Mfgr. cons. merch. Know synd. chain dept. 


g. Nat'l jobbers. Nat'l advg. Big ticket items. Age 40 to 
ADV. MGR.—(Same) $18,000. 
Bldg. Material field. Nat’l mfgr. $15,000. 
Mfg. Age 35 to 45. Sal open to 
field. Nat’l scope. Allied field O 
exp. Age 35 to 42 $ 
in notions, dru 


MGR.— 


ADV. MGR.—Prop. Med. 
15,000. ADV. MGR.—Pref. exp. radio 


gh grade 


10,000. SALES MGR.—Natl. scope acqtd. jobbers 
or ght dry goods field. Sal. $10,000. BUYER—Ironers & 
s e@ ex 


erienced. $10,000. BUYER—Sewing Machines 


$7,500. 
00. 


SER—Office ve x 
5 
SALES MGR.—fxper. 


Phone ANDo 


MERCHANDISER 
ADVERTISING MGR. 
in educational and 


ver 8129 


Meet WHB’s Dick Smith— 


Director, Special Events... War Programs... Newscasts 


Coming from a long line of Smiths, 
this one took to radio back in 1928. 
Since then he has announced, writ- 
ten or produced more than 30,000 
programs —special events, newscasts 
and iaaheal dane, That's figuring 
six-a-day for 16 years, not counting 
Sundays! We call him our “Miracu- 
lous Mister Smith”’—and his “know 
how” is part of the many skills you 
employ when you advertise on W HB. 
Th’s Smith, after serving as a “shave- 
tail” in World War 1, graduated 
from the University of lowa; then did 


For WHB Availabilities, ‘Phone DON DAVIS 


front of a mike. 


Fortress. 


in results. 


happy medium! 


a bit of banking, school teaching 
and accounting before he landed in 
He has two sons: 
one, a promising south-paw on a 
high-school freshman football team 
...the other, co-pilot on a Flying 
Dick’s pride in them is 
equalled only by his pride in WHB 
—“the-station-with-agency-point-of- 
view”, where advertisers are clients 
who must get their money’s worth 
If you want to sell the 
Kansas City market, WHB is your 


KANSAS CITY — Scarritt Building — HArrison 1161 
NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 
CHICAGO — 333 North Michigan Blvd. — CENtral 7980 
HOLLY WOOD—5855 Hollywood Blvd.—HOllywood 6211 


KEY STATION for the KANSAS STATE NETWORK 


Kansas City +* Wichita + Salina * Great Bend «+ Emporia 
Missouri Kansas Kansas Kansas Kansas 
HOOPER Station Station Station Station Stati 
* NDEX 1 i t W ation 
mooie | @ Te tT TPT 
MON. THRE is 
s-izam. |10.6 | 9.6 | 31.9] 18.9 | 20.3] 7.0 
HOOPER Station Station Station Station Station 
; AFTERNOON INDEX WHB 
SEPT. — OCY. A B C D E 
mon rHau FR. 14.4 | 6.2 | 21.1 | 30.2] 22.5 | 4.1 


| Worth, Texas. 


HELP WANTED 


HELP WANTED 


Advertising Age, December 4, 


HELP WANTED 


ADVERTISING MAN 
Ohio agency has excellent oppor- 
tunity for experienced agency man 
to develop a rich industria] territory. 
Box 56224, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
EXCEPTIONAL OPENING 


For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s 
hotel operation. Must be draft 
exempt. Apply by letter stating 
background, experience and salary 
expected. 
Box 5238, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 

SALESMAN 
Wanted by photographic studio 
producing high priced advertising, 
fashion, black and white and color 
photographs. State background. 
30x 5235, ADVERTISING AGE 


330 W. 42nd St., New York 15, N. Y. 


SELL ADV. NOVELTIES & Calendars 


Earn 20 to 25% Commission. Com- 
plete line. Send for details. 1945 
season. 

WEINMAN BROS. Est. 1919 


325 N. Wells St., Chicago 10, Ill. 


All-around advertising artist 


Top-notch commercial artist, experi- 
enced in layout, typography and fin- 
ished art ready to join growing 
agency in New England at salary 
commensurate with ability. 

Box 5255, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Il. 
Salesmen wanted by an established 
industrial publisher; men who are 
familiar with operations and equip- 


ment used in either chemical proc- 
essing or metal working industries 
or both. Sales, sales engineering or 
advertising experience with manu- 
facturers serving either of these} 
fields would be helpful. Work would 
be on a sound going project with 


opportunity for increased earnings 
on a salary and bonus plan. Write, 
giving full details. 


Box 5263, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ARTIST — Small, growing advertis- 
ing agency in beautiful New Eng- 
land town needs good commercial 
artist to help art director. Perma- 
nent job for right man or woman 
with real future. Ideal living and 
working conditions. Write stating 
education, background, ability, and 
job record to 

Box 5265, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
EDITORIAL LAYOUT and make-up 
man. An unusual opportunity with 


leading national industrial publisher | 


in New York for experienced make- | 


up man who knows type, who can 
create interesting editorial layouts. 
Not just a wartime opening, but a 
long-range advancement opportun- 
ity with one of America’s soundest 
publishing organizations. Write 
complete details and salary require- 
ment. 
Box 5283, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising representatives wanted 
in New York, Chicago and West 
Coast for monthly trade paper. Must 
know liquor, food accounts. State 
terms. 

Box 5268, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ARTIST—Adv. Agency. Permanent, 
pleasant, profitable situation. Na- 
tional placings. Send proof, samples, 
complete history, photo. 

Box 5269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Circulation manager wanted by New 
York City publisher; one accustomed 
to fulfillment of detail ABC reports, 


ete. Our employees Know of this 
opening. 
Box 5270, ADVERTISING AGE 


account executive 
(combination man) is offered per- 
manent job with bright postwar fu- 
ture by Evans & LeMay Agency, Ft. 
Contact Albert Evans, 
Jr. c/o Oakleigh R. French & Asso- 
ciates, 4235 Lindell Blvd., St. Louis, 
Mo., December 4, 5, 6 


A 
|N 


| MOST 
|} ORGANIZATIONS, 


Advertising sales promotion mana- 
ger wanted; experienced in business 
papers. Attractive opportunity. 
Box 5282, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MANAGER 
WANTE 


old organization 35 
Age 30-38. Good 


By sixty year 
miles from Chicago. 
general advertising background; 
emphasis on direct mail. Capable 
layout, lettering. Good copywriter. 
Know production processes. Public 
speaking or teaching experience 
helpful. Opportunity to connect with 
national organization affording life 
time security. 

Box 5271, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Assistant Advertising Manager by 
progressive Chicago Company with 
extraordinary post-war future. Must 
be good copywriter. 

Box 5272, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Copywriter (male) to join one-man 
agency. Knowledge steel products 
preferred. Must have direct mail 
and catalog exp. State salary exp., 
good opp. S. S. Gross, 114 W. York, 

Norfolk, Va. 
Chance of a lifetime for young, ag- 


gressive advertising man to join 
ereative staff of fast-growing 
agency. Retailing and merchandis- 


ing background will prove basis for 
doing an outstanding job on key 
local accounts and select apparel 
manufacturers. Write at once, giv- 
ing complete background, experi- 
ence and key samples (will be re- 


turned, of course). Strictly confi- 
dential. 
HENRY J. KAUFMAN 
ADVERTISING AGENCY, 
Homer Building, Wash. 5, D. C. 


PROMOTION MAN 
Excellent immediate and postwar 
opportunity for talented promotion 
man who has a thorough knowledge 
of copywriting and sales promotion 


with large Mid-West publisher to 
head up promotion department. In 
reply please give age and complete 


outline of Location 
Chicago. 
79 


30x 5273, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AD MAN OR WRITER 
DVERTISING COPYWRITER, NOT 
ECESSARILY EXPERIENCED, 
BUT WITH ABILITY TO CREATE 
IDEAS AND WRITE WELL. FOR 
ONE OF AMERICA’S LARGEST, 
DIVERSIFIED INDUSTRIAL 
LOCATED IN 
LARGE CITY NEAR CHICAGO. 
MAN WILL ASSUME RESPONSI- 
LITY FOR AD CAMPAIGNS, 
IOKLETS, ETC.; WILL WORK 
ITH LARGE, FULLY-STAFFED 
» GROUP. PERMANENT POSI- 
IN WITH EXCELLENT CHANCES 
R ADVANCEMENT. STARTING 
LARY IN LINE WITH ABILITY 
ND EXPERIENCE. STATE: AGE; 
‘ATION; TYPE OF WORK 
DOING. PERSONAL INTER- 

WILL BE HELD IN CHI- 
CAGO. REPLIES WILL BE HELD 
IN STRICT CONFIDENCE. 
3ox 5275, ADVERTISING AGE 


Z 100 EK. Ohio St., Chicago 11, Ill. _ 


qualifications. 
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ADVERTISING 
COPYWRITER 
Experienced idea man and 
writer who can produce re- 
sults in a well organized 
promotion department. Must 
produce effective copy for 
national and company pub- 
lications, as well as sales 
and promotional literature. 
Agricultural background de- 
sirable. Advertising ex- 
perience necessary. Give de- 
tails concerning age, educa- 
tion, positions held, present 
employment, ete. Replies 

confidential. 


Ralston Purina Company 
835 South Eighth Street 


St. Louis, Missouri 


EXCELLENT OPPORTUNITY IN 
PERMANENT PUBLIC RELATIONS 
WORK FOR ESSENTIAL INDUS- 
TRY. PREFERABLY YOUNG MAN 
WITH TECHNICAL BACKGROUND 
AND INTEREST IN WRITING. RE- 
QUEST INTERVIEW, INCLUDING 
BRIEF SUMMARY OF QUALIFT- 
CATIONS. SPECIFY SALARY DE- 


SIRED. 
ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


INDUSTRIAL 
ADVERTISING MAN 


A leading machine tool manufacturer 
has an opening for a high grade ad- 
vertising man with mature judgment 
to work with advertising department 
manager. 

This is not a ‘'wartime job" but an 
opportunity to advance in a concern 
that has an eye on the future. Work- 
ing conditions are excellent. 


A wide experience in industrial ad- 
vertising is necessary. Must be able 
to plan, create and follow production 
of direct mail and informative sales 
literature. Past experience in copy 
writing, publicity and public relations 
will be helpful. 

Apply in writing only, and please give 
experience, age, draft status, educa- 
tion, salary bracket, photograph, sam- 
ples and full details. All letters will 
be held in strictest confidence. 


Write to the personal attention of our 
Sales Manager. 


THE WARNER & SWASEY COMPANY 
5701 Carnegie Avenue 
Cleveland 3, Ohio 


WANTED 
ADVERTISING SALES 
REPRESENTATIVE 


A nationally known organization (es- 
sential industry) with headquarters in 
Cleveland, having several industria] and 
technical publications in the metal field, 
has an opening for a yotimg, energetic 
representative to cover the eastern terri- 
tory out of the organization’s New York 

ce. 


It weuld be helpful if the applicant 
had some experience in space sales or in 
an advertising agency or in the metal 
field, or knows the eastern territory. 


All employees know of this vacancy. 


If interested send complete details, 
schooling, previous experience, age, tele 
phone number, starting salary desired. 


Box 6014, ADVERTISING AGE 


Business magazine, food fie); 
opening for young man exper 
on copy and rough layouts 
ability to contact and sell , 
Steady position with good p 
possibilities. Give details o; 
experience and salary. 

Box 5281, ADVERTISING A 


tribution—has opening for P, 


ers representatives, Phila., 
Pittsburgh, Detroit, Chicago 
England territories. Comn 


Box 5278, ADVERTISING . 
330 W. 42nd St., New York 18 
ASST. ADVERTISING MANAGE 


Large oil company located in 
homa needs a young man fa 
with copy media and product 
Asst. Adv. Mgr. Salary around § 
—fine opportunity. Represe: 
of the company will be in C 
December 6 and 7 so wire or 
immediately for interview. 
Box 5280, ADVERTISING } 
100 E. Ohio St., Chicago 11, [)], 
POSITIONS WANTED 
AVAILABLE in DETROI! 


All-around agency executive, with 
25-year advertising background, now 
stymied as part owner, see! op- 
portunity as agency branch ar 
ger, account executive, or ir 
partnership. 
Box 5262, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I]! 
ADVERTISING MANAGER for mid 
west industrial manufacturer plan- 
ning extensive postwar advertising 
Presently employed as Ad. Mer. by 


large mfg. in radio field. Knows 
agency co-op, writing, productior 
of lit. and catalogs, house orgar 


trade shows. 29 years old, married 
two children. 

Box 5261, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Young woman copywriter who writes 
radio, directs mail, and newspaper! 
advertising for national concern 
would like to write copy for adver- 

tising agency. 
Box 5267, ADVERTISING 
100 E. Ohio St., Chicago 11, 


AGE 
Ill. 


NEE ETE iil 


RARE OPPORTUNITY 
FOR 


330 W. 42nd St., New Vork 16, ©. Y. 


CREATIVE 
ADVERTISING 
EXECUTIVE 


@ To fill newly created 
vacancy — one of our 
important clients has 
immediate opening for 
high calibre advertising 
manager. 


@ Creative, promotion- 
al-minded with package 
goods experience — age 


35 to 40. 


@ Apply by letter only, 
giving complete outline 
of experience. All let- 
ters will be kept conti- 
dential—clients’ organi- 
zation knows of | this 
advertisement. 


MAXON INC. 
570 LEXINGTON AVE. 
NEW YORK 22, N. Y. 


ARBRE EER ERR 


Experienced Mail-Orcer 
Circulation Man fo: 
Publishing Compan, 


For the man who can rite 
good, subscription-getting opy 
and build productive m. iling 


lists, this is a real opportc nity: 
Five-day week, postwar sec rity, 


salary commensurate wit! °& 
perience, bonus for better 42" 
average results. 

Write, giving in detail pas ©” 


culation, mail-order exper 
earning record, draft and © 3 
tal status, age, and othe 
tails which might qualify y« 
this position with a natic ®') 
known, essential company. 


Box 6021, ADVERTISING AG 
330 West 42nd St., New York 16 
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has a ae 3 ing NBC in “ee sent wes Yuban to B&B has been Cleveland manager of|order four years ago, which rep- 
ced FEVER?! (SING, is .—Cap-/an executive o ssociate ress G al Foods eT , Nation’s Business and _ Detroit resented the first all-out maior 
ith Be man, 31 years old ... 7/for 14 years eneral Foods Corporation, New | **® - of 'C > eailie ite j 
ts Mears age cy ond sanuiacturing -: ’ | York, which recently purchased manages © apper ublications. | auri wy she assigned to the firm 
var alan ... has organizationa - | Yuban coffee, has appointed Ben- aap RnR | during the war. 

oo Mat n think and plan logical, . jo % 

vr Biiais, iogustriat advertising’ | Two Join Kiesewetter —_[on & Bowles, New York, to handle | G-M Tells Story Behind ales 

lilia a « ) 1 cKS), : J : . . 

. oe ae Soares Sere a PR eg in Pideenn — meening pond soate om eenmeny 

iis, pl fie ae aan Guehkiste. antes | eare-Marston iladelphia, | «| “One million Browning machine . F. Carlson, for the past year 
ish- pecs Lino y Senate. ee Maga «i has joined the copy staff of H. M. | ‘Hursh Leaves ‘Newsweek |guns. . . A chapter in the history] with the advertising department 
oo BR, Working with management | Kiesewetter Advertising Agency, | J. H. Hursh, Cleveland district | of General Motors war produc-|of Oldsmobile division of General 
ic give mt aareeese of public-| New York. Charles E. Webb, who| manager of Newsweek, has re- | tion” is the title of a 32-page book-| Motors, Detroit, has been ap- 
Dp e in advertising manager-|formerly handled field survey | signed to organize a merchandis-|let outlining G-M’s story behind | pointed director of public relations 
=. lp of »edium sized manufacturer | work for Atlantic & Pacific Tea|ing business of his own. Before|an announcement of the manufac-|for the division. He was pre- 
R resp eee ceaia dg Company, has joined the agency’s joining Newsweek, he was with|ture of the 1,000,000th machine| viously with D. P. Brother & Co., 
kla. Mone agency. Extremely cap-|Yresearch and field survey depart-|Curtis Publishing Company, rep-| gun for the War Department. j advertising counsel for Oldsmo- 
‘liar itelligent . . : clean record | ment. |resenting Country Gentleman, and| The company received the initial | bile. 
as nleasint to work with. 

1000 Tox {, ADVERTISING AGE 

ve Ho &. Ohio St., Chicago 11, Ill. _ 


x \CCOUNT EXECUTIVE 
a whi nt I have to offer: Young, 
B isi . draft-exempt family 
1. “Excellent copywriter. Pleas- 
= , ner ility. 12 years radio and 
ney experience—food, industrial 
“general accounts, 
re’s what I am =tlooking for: 
wit} jiace where I can settle down for 
now ns in a city that offers pledas- 
op- - far y living accommodations 
: job that offers congenial] 


new froundings and opportunities for 
tiativ ind ability. 
E Rox 5266, ADVERTISING AGE 
| 100 E. Ohio St., ¢ ‘hic ago 11, Ill, 
nid- ADVERTISING MANAGER 
lan- SALES TRAINING EXPERT 
ing n-flight Advertising Manager now 
by ng bigtime job; to work with 
ows nagement on sales promotion and 
tior ining salesmen and other person- 
rar big league experience in adver- 
“ied ing and in producing training 
srams on sales, products, pro- 
E ses: all media for constructive 
l, ng. Min. salary $10,000. 
ites Box 5274, ADVERTISING AGE 
up 0E Onto St., Chicago 11, Il. _ 
‘ern due Ppa — Letter press — off-set 
ver- ho, Composition layouts, 25 years 
mherience in Graphic Arts. 
E Box 5277, ADVERTISING AGE 
1. W. 42nd St., New York 18, N. Y. 
— aaa RAPHY DIRECTOR 
nable exec. with broad exper. in 
Bu Cy nat'l publication, mail or- 
“ Thoro tech. knowledge of type; 
vel ae in type layout of highly 
a re character. 
f 8 Mieox 5279, ADVERTISING AGE 
- 


 E. Ohio St., Chicago 11, Il 


MISCELLANEOUS | 
“NEWSPAPER for SALE 


LIFORNIA | monthly trade mage 1- 

ABC. Established 30 years. 
1 in field. Fine accounts na- 
nal, state and local. $30,000, half 


Box 5251, ADVERTISING AGE 
100 E 2. Ohfe ® St., Chicago 11, Ill. _ 


byal Heads NBC Video; 
cooks Succeeds Him 


John F. Royal, vice-president in 
rge of international affairs for 
BC, has been named vice-presi- 
it in charge of television for the 
work, devoting all his time to 
BC’s television expansion pro- 
im. Reporting to him will be 
y Kelly, manager of program 
duction facilities; John T. Wil- 
ms, business manager of the 
vision department, and Edward 
bol, Paul Alley and Ernest S. 
lling, all production directors. 
ucceeding Mr. Royal with 
ervision over NBC’s interna- 
mal relations and all foreign 
ce personnel, is William F. 
ks, NBC director of news and 
Pclal events. He will leave soon 
London, Paris and Rome to 
fer with NBC personnel abroad 
ito expand the network’s inter- 
nal organization. Before join- 


latters of crisply browned fried chicken, 


deep dishes of rice, candied yams, hot biscuits, tan- 


talizing vegetables cooked Southern style, peach 


pie and coffee—that’s a square meal for a South- 
erner—the kind he’s apt to come home to for his 
noonday meal. And they do go home at noon be- 
cause a large per cent of people in the South work 
close to their homes and can put their feet under 
their own tables—three times a day! Because they 
eat most of their meals at home and because 
Southerners just naturally like good food, the 
South is a No. 1 customer for the advertiser with 
food to sell. Holland’s the magazine of today’s 
New South, reaches over half a million of these 
Southern homes...and, your advertisement in Hol- 


land’s is read by families who are above the aver- 


age in buying power—who own their homes, live 


PS ( at home and entertain at home. 
Buckowrs 
rm ris will 
-age vu 


Holland’s 
CONNOISSEUR OF GOOD Southew Cooking / 


Many of the South's favorite recipes have been wife eagerly awaits Holland’s, tries out its recipes, 
gleaned from the pages of Holland's magazine, for and passes her copy around among friends. And be- 
Holland's is a connoisseur of Southern cooking. cause Holland's anticipates, in advance of the sea- 
Every month Holland's “Southern Kitchen” has son, what the Southerner wants, Holland's is the 
tempting new dishes—other pages give food ideas only magazine that exactly fits the eating habits and 
from experts and offer tips and suggestions for bet- needs of the South! 

ter menus and better eating. The Southern house- 
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yin kL scours 4 NEW YORK: 52 VANDERBILT AVENUE CHICAGO: 75 EAST WACKER DRIVE 

New Yauk 19 1 Te ST. LOUIS... 205 GLOBE-DEMOCRAT BLDG. 
Vd be West Coast Representative: SIMPSON-REILLY, LTD. 
" with us! sy ; SAN FRANCISCO: RUSS BUILDING LOS ANGELES: GARFIELD BUILDING 

LY The Magazine of the NEW South 
adil 25,000 ABC! 


OF THE YOUTH GROUP 
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56 
Mrs. Landow Appointed 


Mrs. Flossy Landow, partner in 
the LA Nut Products Company, 
Los Angeles, has been appointed 
advertising manager. 


Loma Linda Appoints 

Loma Linda Food Company, Los 
Angeles, has appointed the Elwood 
J. Robinson Agency, Los Angeles, 
to place its advertising, effective 
Jan. 1. 


Vimms Will Drop 


| , . 
ably being made in newspaper | 
No fur- | 


| Vimms advertising will be at least 
las intensive as it was this year, 
|with substantial increases prob- 
and magazine schedules. 
ther network radio advertising for 


Sinatra: Plans 
More Space Ads lthis product. 


Claim Miles at Top 
Other Vitamin Firms 


| Lever claims that Vimms is now | 
| first in sales among all packaged | 


New York, Nov. 30.— Lever) multiple, B complex, and A and D 
Bros. Company, Cambridge, Mass., |—probably is first in total vitamin 
will end its sponsorship of the | sales. Vitamins Plus of Vick 
Frank Sinatra show for Vimms | Chemical Company probably ranks 
vitamins on CBS Dec. 25, and will| third, and McKesson & Robbins, 
spend this $1,500,000 of the total | with Bexel and Bax, fourth. Bexel, 
$3,000,000 annual promotional| however, is said to rank first in 
budget for Vimms in other media,|sales in the B complex group. 
| ADVERTISING AGE was told today. | Grove Laboratories, with Defender 
|The Sinatra show, which recently | vitamins, is ranked fifth. 
| switched from Wednesday to Mon- | Several manufacturers point out 
day night, currently has its high- | 
est Hooperating of 18.5. 

Although Lever Bros. has not 
completed 1945 budgets for its 
products, it was emphasized that 


The act of knitting does not require CONSCIOUS thought. 


It’s an acquired habit. 


The people of Southern New England have 
acquired the habit of relying upon WTIC be- 


cause WTIC supplies them with the type of 


radio entertainment'they like. 


And, it’s important to please these people be- 


ability to buy your product. 


You can reach them—and sell them —through 


the medium of WTIC’s 50,000 WATTS. 


IN SOUTHERN NEW ENGLAND 


PEOPLE ARE IN THE WALL OF LISTENING TO WTIC 


Vimms is now planned. J. Walter | 
Thompson Company is agency for | 


° ° | vitamins. Other manufacturers | 
Continue Campaigns point out that this may be so 

* ° lamong multi-vitamins, but that | 
Despite AMA Fight Miles Laboratories, with three 
| One -a-Day vitamin products — 


that recently published unfavor-|a total of nearly $1,000,000 in its 
able reports by different groups— | July 
all instigated at least in part, they | Bexel, through e. 
say, by the American Medical As- | Co., and Bax, through Ivey & El- 
ociation—will not affect their 1945 | lington. 


| 


cause they possess a buying income that is 60% | whelming percentage of those who 


in excess of the national average. They have the | reported “no change.” 


| on the Blue Network, radio spots, 
| magazines 


Advertising Age, December 


| AT ACA's 30th ANNIVERSARY—At the recent 30th anniversary celebratio, 
| of the Association of Canadian Advertisers in Toronto, L. R. Greene, one oj 
| the founders of the ANA, and later first president of the ACA in Canada, wa 
host to this group of ACA past presidents. Standing, left to right, are: H, } 
Rimmer; John Martin; R. E. Jones; Harold E. Stephenson, newly-elected pres. 
dent of the ACA; Athol McQuarrie, managing director; Glen Bannerman 
R. L. Sperber; C. R. Vint. Seated: L. R. Greene; C. Elvins; H. S. Vy 
Scoyoc; and B. W. Keightley. 


| 


| 
| 
| 


advertising plans. country, not only in the treatmey 
McKesson & Robbins is spending 
normal persons. 


1-June 30 for | 


fiscal year See Indiscriminate Use 


D. Tarcher & 


This is about the same 
amount as in the previous fiscal 
year. Principal media are the Joe 
E. Brown “Stop or Go” program 


the employment of vitamin ther 
apy in frank deficiency diseag 
or even in 
states, still one wonders 
indiscriminate use of 


if t 


for Bexel and news-|sold over the counter to persop 
papers for Bax. Sales of these|who have no obvious disease, ; 
products are being well main-| justified. 
tained, it was said, and further “It has been argued that sud 


vague symptoms as weakness, ne 
vousness, fatigability and insom 


promotions, such as the current 
Bexel Club among retail druggists 


and sales people, are  being|can result from a vitamin de 
planned. }ciency and therefore, when su 
Vick Chemical Company cur-|symptoms appear, vitamin theray 


rently is spending about $500,000 | should be instituted.” 
for Vitamins Plus, through Morse Recent surveys, the doctors & 
International, as compared with|clare, indicate that “the averay 
about $1,000,000 in the 1944 calen- | American diet is not adequate; 
dar year, and plans to continue on | maintain optimal nutrition.” T 
the $500,000 basis. Spot radio is|has been used as an additio 
scheduled, supplemented by full| argument for the administra 
pages in magazines. Sales are re-|of vitamins to people without o 
ported to be “fair.” |vious disease on the assumpt 
Anacin Company, a division of | that they may have a ‘subclinicd 
American Home Products, spends | deficiency of which they are 
about $250,000 for Benefax vita- | aware. 
mins, chiefly on announcements, “It has been implied that evg 
through Dancer - Fitzgerald-| when no demonstrable deficie 
Sample, in American Home Prod-/| exists, one’s sense of well-be 
ucts’ “Just Plain Bill,” “Romance |and ability to perform work « 
of Helen Trent’ and “Mr. Keene” | be improved greatly by the ad 
network shows. | tion of vitamins to the diet,” t 


| doctors said. “As pointed out 

TEST FINDS VITAMINS NO the Councils on Food and Nut 
AID TO HEALTHY PEOPLE bevy —_ on industria Health 

; ; P ne merican edical Ass 
Chicago, Nov. 28. — Vitamins | tion) there is at present no contli 
added to the normal diet of a| i.6’ evidence to substantiate t 
healthy person have “no demon-| joint of view” t™” 
strable beneficial effect,” physi-| | : 
cians who conducted a 30-day 
vitamin test on 200 persons re- 
ported last week. The vitamin- 
feeding experiment was made at | 
the request of the quartermaster | 
general’s office at Duke University | nj 
|School of Medicine, and was re- 
| ported in the Journal of the Amer- 
ican Medical Association. 


Washington Men’s Stor 
Pool Bond Ad Budgets 


War bond advertising budgets 
ne men’s clothing stores 
| Washington, D. C., have 
| pooled to enable the stores to 
|large-size collective ads 
In the report of the study con-|the 6th War Loan drive. 
|ducted by Drs. Julian M. Ruffin} group is running one ful! pag 
and David Cayer, Durham, N. C.,| week for four weeks in Washil§ 
_it was pointed out that volunteer|ton papers. Names of the 1! 
medical students and technicians | stores are listed at the bottom 
were used as subjects, because | each ad. 
| they “would be not only coopera-| Henry J. Kaufman Advertisl 
| tive but critical as well.” An over-| is the agency. 


Oath 


were given the various vitamins Lowerater io Lyon 

Lowerator Mfg. Company, ™ 
York manufacturer of auutomé 
cup and saucer dispensers, has 
pointed S. Duane Lyon, | 
York, to handle advertising. ! 
pages will be used in re:ial 
hospital, hotel, and it 
publications. 


The report declared: “At the 
present time the use of vitamins 
is widespread throughout’ the 
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“MEET YOUR CONTRACTU 
BUILDER CUSTOME?’- 


the sensational descriptive bo: ‘'e! % 
the Building Market. Contains | ‘orm 
tion impartially presented tho! 
understood about the building 
the talking is about. 


comes a demand for 
new and improved 


equipment to replace 
eosily 


and obsolete oto 


wrecked 
models. You can tap 


this treasu hest . ' 
sia Hatch teenie Send for a copy of this boo? *!, |@ 
of the press, or ask your ad 


agency about it. 


Today plans are under “tising 


way to expand 


g b-tee 2. here and 
| “Se aes aa o abroad 
WORLD PETROLE 


| Under the Management of ~<@ 
| REX W. WADMAN \ 3. = 


2 WEST 45TH STREET» NEW YORK I19,N Y 
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jo disease, but also by apparent} 
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way at the first possible moment.|uncalculated quantities of sur-|subject to the broad policies of | of consumer items, said today that 
Ae Asks A encies At present, RFC has only $600,-| plus aircraft and aircraft parts,|the Surplus Property Disposal|in all probability, Treasury, too, 
000,000 in goods to sell, a mere|communications equipment, stock | Board, which will generally seek | will seek assistance of an adver- 
trickle of what is to come, officials | piles of raw materials, machinery |a maximum return for the gov- tising agency at some future date. 
i say. Under the surplus property | and producers goods. ernment at the least possible harm a 

0 3 I on urp us law, it will handle such items as to the market. ‘Reed-Carnrick Ups Jeffs 
machine tools, plants, raw ma- Problem Still Unsolved Though the RFC account deals| Bernard Jeffs has been pro- 
f terials and other so-called “cap- Despite many months of study, | only with capital goods, officials of | moted by Reed & Carnrick, Jersey 
| p ital goods.” ; the problem of selling many of|the Treasury procurement di- | City, from sales manager to di- 
00 § a es an Among the supplies which must] these items remains unsolved. Avision, which is to sell surpluses | rector of sales and advertising. 
eventually be considered are 1,146 | typical example is aircraft, where 
(Continued from Page 1) government-owner plants, worth|the government may take a tre- 
oup of agencies was made after oe estimated $9,000,000,000; 500,-|mendous financial loss. In parts GIBBONS KNOWS CANADA 
Fncultation with the Four A’s, to 600,000 machine tools, equal|alone, RFC must deal with as 
hNPA and other trade groups, an to 25 years production by the pre-|many as 600,000 different types. [a ne > : 
FC ookesman said, because the | W@T machine tool industry, and Sale of the surpluses will be TORONTO, MONTREAL, VINIPEG, REGINA, LGARY, EDMONTON, VANCOUVER 
mplexity of the sales job ahead 
atin fecemed to require an agency with 


AOVERTIS®IGG 


ie off large staff, and diversified ex- 
» Was perience. 
1.4 


36 on Tentative List 


final list was composed of 
eb) agencies which had been se- 
1d because they employed 100 
yore persons, and six others 
at ha id previously indicated their 
ntet est in the account. 
In his letter outlining the job, 
FC Director Sam H. Husbands 
ndicated that no reliable dollar 
stimate of the size of the project 
ould be offered now because ad- 
ertising plans would be strongly 
fluenced by the recommenda- 
ions of the agency which is finally 
on elected, 
AM While much of the RFC adver- 
WRicsing will be of an industrial na- 
ure, and will call for treatment in 
e trade press, officials say that 
ublic relations problems result- 
ng from complex economic and 
listribution considerations may | 
require other approaches, includ- | 
ng considerable newspaper space. | 
Agencies which submit presen- | 
ations for the account have been 
ivised to take special care to 
‘micmonstrate that they have served | 
ae » sufficiently broad and _ varied | 
‘“Miross section of industry to give | 
hem an intimate knowledge of all | 
the channels of distribution | 
nd advertising methods. They | 
re expected to indicate how they 
vould proceed to gather necessary 
cts for an effective merchandis- 
g program early in the disposal 
eriod, and at the height of its 
eration, when markets will be 
ar g rapidly. 


> ad Competitive Basis Promised 


Mr. Husbands suggested that the 
Nutimpcencies provide a “general pic- 
Ith ire’ of their services, but that 
hey avoid elaborate or costly 
esentations. Promising that the 
10ice Would be made on a strictly 
mpetitive basis, he said RFC 
vill be primarily interested in 
iCts. 
Store These facts are to cover, among 
ther things, the records of the 
ots pecific executives who will be 
igets vailable for the job, and the pol- 
res y of the agency with respect to 
, beammenarges, 
to 1 A major consideration, officials 
backiqame’’, will be the ability of the Out of the welter of war... . 
> Tagmesency to handle disposal prob- F 
pag ems which will be arising at the 
‘ashiif//[e: RFC field offices. Because of 4 J 
nil e ze ¢ : : ’ 
shel OE pens Rp Rg vag Rel Through the Will to Victory and the standards set by paper makers who take ie, 
om the standpoint of both RFC 
ertisitf//e2? its agency to divide the ac- : 
fount, and draw upon the man- on the home front co-operated and these trials and tests have come many 
we a . ~ 7 - . . bd 
ems ur ee ms omer accomplished things they never even interesting and fruitful results. Inter- 
Although the letter went out only 
y, Nemmme te lays ago, several firms have 
comifm™™elready sent representatives to Like every other paper company, it will be able to produce even better 
je! C headquarters here to discuss " ~ 
, ame account with Mr. Husbands, International Paper Company has been paper than ever. 
| RFC’s ‘advertising chet’ Bie. forced. through scarcities and restric- x ek * 
titut 1Us ds said that it is impera- 
ve at the program get under 
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the MARKET DATA BOOK! 


pressure of war economies, Industries great pride in their products. Yet out of i 


dreamed possible. national looks forward to Peace when 


tions, to produce paper far below the = CONTINUE TO SAVE ALL WASTE PAPER 


PAPER COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 


| PAPERS FOR PRINTING AND CONVERTING 
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Butt Joins ‘Newsweek’ | rial, featuring Vinylite plastics de-|cessory item which can be sold|the shoe fair, Bakelite describe, 
Ernest Butt. former sccount iG e yes uture  eoeres Sy oe. Wantaee. Savinen | sucuonetully through shoe stores. | the eGrantags of rege ll per 
executive specializi j ; ar arpon or- : . . . wears W nylite lps, loxing 
promotion ae x a |poration, in July, 1943, following | Sremmets Comtuneing Preeseies | and soles. "7 
Co., New York, has joined the \ several years of careful consumer In its trade promotion featur-| “Tips and foxing of Vin ylite 
promotion staff of Newsweek to 0 U § | U e |tests. The results have been so|ing Hu-Val, International told its| plastics come up smiling afti» the 
head promotion activities under | successful that many dealers are | dealers, “This fall high-style | roughest use,” the company de. 
the supervision of Arthur P. Hi- ‘ now specifying plastic shoes when| shoes with the Hu-Val sole, are|clared. “Soles of Vinylite p) stig 
rose, director of promotion and Sh M { ordering shoes from International | available to American women | last _longer than any (‘her 
research. Arthur Stein, promotion 0e a erld § divisions, even though there is no} through thousands of International They’re waterproof, too— on; 
manager of Newsweek, who is now price differential. dealers. We predict an immediate mar hardwood floors—flex com. 
in the Army, will be assisted by | (Continued from Page 1) Now that Hu-Val has improved | recognition of Hu-Val’s present|fortably right from the rt 
Mr. Butt when he returns from! yearc s , , the appearance of shoes soled with | advantages—a lasting popularity won't skid on water-wet surtaces 
Ge cervies. years maintained the slogan, | Vinylite, other shoe manufacturers | for Hu-Val’s potential fashion fea- “But, besides these children 
_“There’s nothing like leather,” and | have sought licenses under the In-|tures of tomorrow, arising from | ‘super wear’ shoes, you’ll want 4, 
| made all-leather shoes with not ternational patent. Only one non-| unlimited possibilities of colored|see the whole glamorous line 4; 
NO USE TUR NING | even counters of a substitute ma-| competitive shoe maker has been|soles contrasting with uppers or| women’s models of Vinylite plas. 
terial, has taken the lead in the/ licensed thus far, and a policy on| harmonizing with trim. Plastic| tics, Sportswear models. Utility 
CUSTOMERS AWAY development of synthetics for shoe|this subject will be developed | soles are definitely in the footwear|shoes, High stylings—by be 
manufacture, although there are | shortly. picture today—lInternational’s Hu- | manufacturers. Transparent foot. 
And yet you may If You over a dozen companies which are When International opened its} Val process will keep them there |wear—permanent colors—moderp 
Hes ald eA be Manufacture | "°W using plastics for soles. It/exhibits at the shoe fair with| tomorrow.” designs inspired by the most mod- 
dollar market you and Sell | has solved one of the big problems/colorful plastics employed for! Consumer advertising released| ern of materials—a dramatic pre- 
could encourag: | COSMETICS |of shoe manufacture through the|trimmings and uppers, as well as|on the several International lines| view of tomorrow’s sales leaders 
maty Sy Hedi — — development of a patented method | soles, dealers were enthused over| is not laying a great deal of em- | Black, white, tan and other colors 
sec ro cay Ree due Ikan tncies te bos one of applying plastic soles, called the | the possibilities, as many unusual | phasis on the use of plastic mate-| available today in limited quap- 
press for guidance. Your advertising in | ort og a pod — Pa —— combinations were displayed. | rials at present although, to clarify | tities.” 
the Negro papers can earn his confi- | which e plastic sole is bonde ‘lear, opaque and _  transparent|]the company’s policy, the public 
— Susser see iene |to the upper without modifying} colors are offered in Vinylite plas-| is being told that plastic soles are Others Bia for Market 
metic, food, drink, wearable, or any- | normal shoe construction. tics, and another interesting angle | employed. Although plastics are getting the 
thing else, it will pay you to write to | Introduced in 1943 from_the retailer’s standpoint is J. R. Price, manager of the con- | spotlight as a substitute for leathey 
tote ee vere noe ae that Bakelite is promoting the ma-|sumer film and sheeting division|in shoes, many other competitors 
the success stories built out of reach- International first introduced|terial for the manufacture of|of the Bakelite Corporation, said} for a share of the market are ac- 
ing this great and growing market.| Women’s shoes of plastic mate-j| handbags, thus providing an ac-/in a recent statement that Viny-| tively promoting their products, 
~~~ | lite applications in the shoe field| Goodyear Tire & Rubber Com- 
iy include uppers, soling and lining | pany is again attacking the market 
materials. A transparent material |for soles with an improved prod- 
Sie was developed just before the war/|uct called Neolite. It is described 
: os for use in women’s afternoon and|as “not rubber—not leather—not 
oe eee : evening shoes. In spite of present | plastic—not fabric.” Consumer 
is ™ limitations on production, a pro- | advertising starts early in 1945, it 
< %, ' gram is now under way aimed at| has told the trade, which has sons 
ag : educating the public and the shoe/less than fond recollections of 
manufacturers regarding the char- | Goodyear promotion a number of 
acteristics of the various plastic- | years ago of Neolin, a rubber com- 


CENTRAL OHIO 


On REQUEST — 


THE DISPATCH - COLUIMNBUS, OHIO - 


ized sheetings which have been! position sole which did not 
and are being made for shoes. popular. 


Cestn Gh Weeth The Panther-Panco t 


During the preliminary develop- | announced extensive con 
ment work for Vinylite shoe ma- | advertising plans for Panole 
terials, children’s shoes in which | new type of soling material 
they were used were tested un-| 
der Bakelite auspices by retailers | composition soles, promises 


Company, Chelsea, Mass., als 


sume 


prove 


ubbe 


he 
SU lids 


ne, 


The 


company, long a manufacturer 


hat 
tha 


Zee in Chicago, Boston, San Francisco! the new product will be a sensa- 


and San Diego. Mr. Price said | tion. 
that results confirmed earlier en- | 
thusiasm for their use in children’s | 

shoes, besides assuring acceptance | with Avonite, described as 


The Avon Sole Company, Avon 
Mass., is another entry in the field 


“the 


for Vinylite applications in two-| marvelous new sole for high grad 

tone sports shoes for women. | street and dress shoes.” Its mate- 

In its trade promotion during] rial is said to be made of felt im- 

@ Ever visit a fish liver rendering plant? Very hard on the oil? Vitamin A. To be specific, DPI Distilled Concentrates «/ Vil 
olfactory nerves. min A Esters, the bland, highly stable, accurate-potency 0” 
But buried in that loud-smelling raw fish liver oil is a precious centrates which are by every method of measurement the fine 
substance which is almost as good for your professional career vitamin A on the market. Now subject to government © !!0c# 

as it is for your person. tion, but there’s a free market coming. 

It has improved a goodly number of food and drug products. We believe you'll agree that this whole idea is worth ‘udy’ 
ing, and then worth some real action. And the.time 0 2 


It is destined to improve a lot more products. And you need no 
charts to prove that better products make for better copy. 
What is this precious substance we distill from raw fish liver 


going is now. 


Need some more information? We'll be glad to sup) 'y 


ation Products, Inc. 


. 7 
yy Distill 
755 Ridge Road West, Rochester 13, New York 
“Odl- Soluble- Vitamin Headguarters” 
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ibeq Megnated with plastic material. 


i wart s under U. S. Rubber pat- The new advertising manager of | Phoenix Photo Firm 

ie currently featuring shoe| the Peters branch is L. C. Hoppe. Marion C. sy d ma ér 0 ac =o 
litelbprics made with Lastex yarn. —_—_—_—_—— | Shipley, for the (. 
thefMestex -noes made by this com-| MBS Board to Meet |past 17 years 
de. Many not at present on the : an advertising b Jud é Drumwa on 
8 a but an early return ot Fourth meeting this year of the; manager of “4 g § 


l€rs, Bipis strccc 


en’s fgg St. Lou 


‘t to fivertising manager of the Rob- 


e of ts, Joh 
las. ipternatl 
ility Hipsigne: 


om ECUTIVE CHANGES 
[ir INTERNATIONAL SHOE 
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Vamos, Inc., New York, 


‘hable shoe is promised. 


is, Nov. 29.—E. R. Riser, 


ison & Rand division of 
yal Shoe Company, has 
effective Dec. 15 to join 
Smith & Ross in Cleve- 


Johnson, who has been advertising | 
manager at the Peters branch. 


board of directors, shareholders 
and executive committee of MBS 
will be held Dec. 9-11 at the Hotel 
Ambassador, New York, marking 
the first time the group has con- 
vened since the appointment of 
Edgar Kobak as_ president of 
Mutual. 


Form Industries Counsel 


Shipley, Beford Form 


Mid - Continent 
Petroleum Cor- 
poration, has 
organized, with 
A. J. Bedford, 
the commercial 
photography 
firm of Bedford 
& Shipley with 
offices at 426 N. 


“Importance” can mean many things for 
it is a word of relativity. Thus a dry leaf 
is important to the ant; a vote is important 


best Muller & Sm Ruser : : _|Central Ave., . - 
a pert Stern, formerly execu M. C. Shipley 5 bth ; . ‘ , 
oot- find. He will be succeeded by M.}1:._ "vice-president of McNeil|Phoenix. The =~ to the politician; and reading intensity is 
dern . Cable. i tt Stern & Co., New York public |COMpPany will specialize in adver- : : 
hod- Luke —_ se gg ap relations counsel which was dis- | ‘tiSing and fashion illustration. | important to an advertiser. 
‘se cal joining the Pithuk py solved in 1942, has become presi- 
rs. ancn, 1S G-ldent of th ‘ly-organized In- | 
lors Hertising Company, San Antonio, poo pe Pacman ecatintes, Aro House Organ Out * 
lan- Hex, Dec. 1. His place at Inter-| 989 Madison Ave., New York. The| Rickard & Co., New York, has 
ational will be taken by Ernest} firm will service industry in the|issued the first copy of its house : . : 
ist. me &!|neld of public relations, engineer-|organ for clients and personnel. Intensity or thoroughness of reading, in 
the Paul Atkins, formerly advertis-|ing analyses of plant facilities, | Titled “Behind the Ads with Rick- ‘ 
ther g manager of specialty branches | market research, product sesearch | ard,” the paper reproduces out- turn, depends on how important the text 
ihes tae company, has been pro-|and design, development of sales|standing ads and their history, 4 4 
mr poted to manager of the Winthrop | and distribution systems, and labor | information about Rickard’s clients matter of a Magazine 1S to the reader. And, 
* ivision. He is succeeded by Al| relations. and personal notes. 7 P 
fa how important is the reader to the adver- 
rk = . is nce eae ee S M4 : 
rod Pe on = AMERICAN tiser. A kind of merry-go-round with the 
ibed a: ’ ° SOCIETY OF ° ° P 
aa cost of a ride amounting to an important 
me} 
5 i sum of money. 
_ * 
r Ol 
‘om- . . a 
srs Now if its agreed that men of authority are 
i | important, the path (for many advertisers) 
ee lies open and well defined. For there is a 
; group of magazines—the weekly newsmaga- 


busy then to take time out to listen to sales talk on new 


He is your best equipment 
prospect. But don’t wait until the job is under way. Too 


equipment . . . too late to make changes and to substitute 
materials . . . his sole concern is coordinating the work of 
various crafts with predetermined schedules. 


The timeliness of your approach is an important factor. 
The most effective procedure is to meet him in his relaxed 
reading hours . . . while his interest is heightened as the 
job is being planned. 


zines—that are designed and written and 
printed with the deliberate intent of being 
useful to just such men—men of authority. 


* 


Now it is true, that many men in high posi- 
tions are relaxed and entertained by sto- 
ries of adventure and daring, by tales of 


intrigue and mystery and by many other 


forms of pleasant and ingeniously con- 
ceived fiction. But no matter what kind of 
literature may lie handy on the bedside ta- 
ble, the important fact remains that the 
weekly newsmagazines have a concentrated 
following of by far the greatest number of 
subscribers that may be ear-marked as men 


of authority. 
* 


AS A MATTER OF FACT, over and 
over and over again, when readership sur- 
veys are made in which the surveyees are 
asked to name what, to them, is the most 


eo : P . , , 
Talk to him then in his personal magazine, the intimate PR abo ol important magazine published, the major- 

rita consultation service of his profession. Secure your ap- THE MARKET | ity of the votes quite invariably is cast 

con ae through an adequate schedule in CIVIL es either in favor of The United States News, 

inest NGINEERING. ' a Time, Business Week or Newsweek. 

loca @ Remember that he has a proprietary interest as co- 


udy-p New York 18, N. ¥.—33 W. 39th St. 
gel Vic 0 6, I.—205 W. Wacker Drive 

Los ‘ngeles 13, Calif. 
San ‘raneisco 4, Calif.— 564 Market St. 


co 
= 


publisher with 19,000 other high-standing members of 


the Construction Engineering profession. 


941 S. Spring St. 


Sell the Man 


RESPONSIBLE for the 
Project through.- ncn 


L 
CIvi ING 


* 


And that is important for every advertis- 
ing executive to remember. 


y ‘UB Sea 1, Wash.—1411 Fourth Ave. . . 
IVil ENGINEERING | Judge Drumwagon’s column is sponsored 
and financed by The United States News. 
UB 


‘SHED FOR AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS *°! 
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Market Experts 
Favor Gradual 
Price Changes 


(Continued from Page 1) 


“It does not seem unreasonable 
to suppose that consumer income, 
in dollars of present purchasing 
power, will decline from the pla- 


as it rose in reaching that plateau,” 
he said. 

Such a decline would result in 
a total 1945 income of about $131 
billion, which, he added, by “coin- 
cidence is exactly the total ar- 


lasts well into next year, he said,|rived at” by the Committee for 
it is likely that the 1945 consumer | Economic Development in its pre- 


income will be less than in °44. 


diction for income payments to 


TRY THIS ON YOUR PHONE 


. . . Wrife or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


DAY AND NIGHT SERVICE 


PRINTING 


individuals for 1947 under condi- 
tions of full employment. 

His predictions, he said, were 
based on assumptions that war in 


teau reached in the first half of | Europe would end by next March, 
this year at about the same rate|that war with Japan would not 


end next year, that price levels 
would not change, and that cut- 
backs in war production of at least 
40% would be made effective. 


MacGowan Sets Figure 


Speaking at the same session, 
T. G. MacGowan, director of mar- 
ket research, Firestone Tire & 
Rubber Company, Akron, O., dif- 
fering slightly with Dr. Dewhurst, 
estimated that consumer income 
will amount to $136.6 billion next 


year if the war with Germany | 


ends Feb. 1, 1945. 

Although he professed disbelief 
that most consumers would spend 
much of their wartime savings 
next year, he said that as to the 
“all important” question of con- 
sumer confidence he had no doubt 
that whether V-E Day comes early 
or late, consumers will probably 


|exhibit a high degree of confidence 


over the short term. 
That confidence will deteriorate 


|somewhat following V-E Day, but 


| 


but not to a great extent, the added. 
Fortunately, most of the lack of 
confidence will occur among low 
income consumers, who now and 
for the next few years will form 


ville, Ind., declared that produc- 
ers must avail themselves of vari- 
ous “tape measures” in bringing 
out new products and in reviving 
established products after the war. 

He predicted that annual sales 
of all mechanical refrigerators will 
not exceed 2,500,000 units. He 
said that an estimate made by 
S. M. Livingston of the Depart- 
ment of Commerce that twice that 
many will be sold in a normal 
year after the war, was wrong, 
partly because refrigerators have 
an average life of 10 years and 
partly because much consumer 
expenditure on durable goods will 
be spent on items not considered 
by Mr. Livingston. 

Among those, he said, are “low- 
|temperature storage _ cabinets 
| which will probably become popu- 
lar, and ... all-season air condi- 
tioning systems which Servel ex- 
pects to sustain a 60% increase 
over prewar employment.” Servel 
last year announced plans to mar- 
ket a new all-season air condi- 
tioner (AA, Aug. 30, 1943). 


Estimates Plane Production 


At a special session yesterday 
afternoon on marketing problems 
of the aviation industry, A. T. 
| Hapke Jr., manager of market re- 
|search, Republic Aviation Corpo- 
|ration, Farmingdale, N. Y., made 
the following “rough estimate” of 


|a lower percentage of the national the dollar volume of aviation pro- 


| 
| 


| 
} 
| 


population than in former years, 
he said. 


Price Level May Drop 
He also predicted that if V-E 


Day comes early in 1945, “the gen- | 


'eral price level will have fallen 


somewhat before the end of the 
year”; that with the arrival of 


| V-E Day most limitations on types, 


grades and sizes of products will 
be removed; that WPB will in no 
event relax its allocations program 
before next March, and that gov- 
ernment restrictions on installment 
buying will probably be eased at 
a reasonably early date. 

Lyman Hill, Servel, Inc., Evans- 


= Dr. Henrik Kauffmann 


GUESTS of WTAG’S PROGRAM 


Dr. Jan Papanek 


MINISTER PLENIPOTENTIARY 


OF CZECHOSLOVAKIA 


DANISH MINISTER 
TO THE UNITED STATES 


awl I 


“WORCESTER and the WORLD’’ 
Mr. Paul Martin 


PARLIAMENTARY ASSISTANT TO 
CANADIAN MINISTER OF LABOR 


Mr. Harold Butler 


HIS MAJESTY’S MINISTER 
TO THE UNITED STATES 


hl 
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| duction in the first two postwar 
years: Military planes, $2,334,750,- 
/000; airline planes, $512,500,000, 
,and personal service planes, $118,- 
, 500,000. 

| He said the private plane, from 
|a marketing standpoint, will lead 
| “the grass roots parade of public 
| interest” in aviation. Little is now 
known of the desires of the public 
for such planes, he said, resulting 
/in a difficult and interesting job 
|for market research men. 

His own company, he continued, 
_has decided to bring out an am- 
| phibian plane to sell for less than 
| $4,000, compared with a minimum 
price of $21,000 for a similar plane 
sold before the war. 

Allen Passen, department of 
| business research, Curtiss-Wright 
| Corporation, Buffalo, N. Y., basing 
|his remarks on problems facing 
airline operators on various air 
routes, emphasized the importance 
of thorough market analyses of 
traffic potentialities. Such analyses, 
he said, will provide a basis for 
discussion with airline executives 
concerning production of new 
model transport planes. 


Supports Regular Outlets 


Lynn Bollinger, assistant pro- 
|fessor of business administration, 
| Graduate School of Business Ad- 
|ministration, Harvard University, 
emphasized the need after the war 
for continuation of airplane sales 
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through established outlet. ;a»,qlP°" 
than through automobile j¢.)°. 
and the like. Best results, « ;, 4 


dated, will be obtained | a ay, | 
selling planes at flying fic 4, ease 


by companies offering repa + se» inds 
ices. on 
At a general session, | ald 
ul 


Warren, manager, adver 


division, Edison General ec, ty 
Appliance Corporation, (hjca, be sé 


discussed his company’s »p\an< 
market complete “p; 
kitchens. Saying that suc) . 
will be the “prime merch» ndjsi 


ir ji 
Talk 
ay we 


ales 


approach to postwar appliandllocdal 
business,”’ he pointed out that + bral 
complete kitchens will ; of sine 
“the dramatic ideal upon whilst ret 
we will build our salesmanlilhand s) 
story.” is. ale 
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The company has had to o4 
cate its wholesale distributors , 
to the advantages of comple 
kitchen sales methods, metho, 
for financing the sales, and met} 
ods of servicing the kitchens aftg 
sale, he said. 


Distribution Is Vita! 


The nation is now entering 
“planned consumption” stage frot 
a marketing standpoint, said Ay 
thur A. Hood, director of deald 


relations, Johns- Manville Sa > 
Corporation, New York. In t} al 
new stage, he said, marketey ( 
must think in terms of ultimagm!ce-P! 
consumer purchase. ersity 

“Only adequate sales into ult ® 
mate consumption or use of tec, = 
full product or full productiogm'thur 
year after year, will provide comet’: @ 
tinuous optimum employment an binghar 
job opportunities for all,” he saigmm’ Tect 
|He warned that failure of manym’ecto! 
|facturers to assure sale to ultg™pe?d@!! 
|mate consumers will result pavid | 
accumulated inventories, which es 5 
turn will cause depression and t! My 

Ya 


| downfall of free enterprise. 
He said that emphasis must 
transferred from _ production | 
distribution; that engineered AB, 
reductions must be passed on 
consumers; that marketers mig - 
somehow try to end public oppqmm Eilee: 
sition to cooperative action by diggploan | 
tributors, and that generally man 
ufacturers must double their p1 
war sales in order to meet th 
national commitment to full em 
ployment. 


Employe Rolls Off 10% 


The number of employes i 
trades and services in the natioggf'ttsbu 
has declined only 10% since th uSLy 
war began, William Spencer, WM 
regional director at Chicago, sai 
at the Thursday dinner sessio! 
The labor force serving civilia 
needs has not declined as muc 
in quantity or quality as has po} 
ularly been supposed, he said. 

He predicted that after V-E Da 
there will be only a very sma 
increase in production of civilla 


ih 


FDRLD FIGURES 


HAVE _ COMING TO WORCESTER 


The parade continues of United Nations 
celebrities to Worcester. History making? Yes! 
By what standard? As one of the Danish 
representatives to WTAG’s “Worcester and 
the World” programs, Mr. C. H. W. Hasselriis, 
chief of the Danish Information Office, of 
Friends of Denmark, Inc., summed up this 
already famous series of broadcasts as the 
radio 
attempted by a station in this country, to build 
a better understanding of the different United 
Nations. The press all over the world has 
hailed ‘‘Worcester and the World”. OW! bases 


most outstanding 


presentation ever 


a number of short wave broadcasts on WTAG’s 
weekly programs. 

Mark WTAG for the calibre of its pro- 
ducing talents —for its far-in-front hold on 
the major Worcester Market as verified by 
high Hooper ratings. Worcester is the key to 
this major Central New England market, stable 
because of its great diversity of industry and 
well prepared, therefore, for reconversion to 
peace-time manufacturing at continued high 
wage earning levels. There’s but one entree 
to this responsive, active audience, and that’s 
from the INSIDE — through WTAG. 


PAUL H. RAYMER CO. National Sales Representatives, BASIC 
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OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 
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gs vntil_war in the Pacific | BYRON KEATING poop a bo enter- |\Westinghouse Handbook Paper Co. to Durstine 
oa ok tak slaiictiy after V_E|,, Cincinnati, Nov. 28. — Byron . r — Distributed to 7,000 Agency Paper Company, New 
‘nO | wanna prices would in- | Seating, 59, tag te vy Hye ad- | W. S. WILKINSON A revised edition of “A Refer- | ¥°TK, maker of Sky-Rite, air mail 
bali : 43 | vertising agency bearing his name, ane im ; a fod tl z “aes ~ | stationary, has appointed Roy S. 
. 7" eG wens en Nov. 24 of a heart attack at|_ Norfolk, Va., Nov. 28.—William | ence Handbook on Electric Home | nurstine, Inc., New York, effective 


: is s er home near Glyndon|S. Wilkinson, 75, vice-president of | Appliances” has been made avail- 
SerfMn-wer jobs, and as a_conse- Surines ‘Minn ‘ é 'Norfolk Newspapers, Inc., andjable to 7,000 teachers in high | 
uence morale in the armed forces |"), 50.45 the recent formation of | President and publisher of the schools and colleges, and to leaders 


uld — h id th | the new agency under his name | Virginian-Pilot until its consolida- in home management and nutri- | Lawrence to McCa 
At present, he said, many thou- ) s . 


aii y ou~| wir. Keating spent 35 years in the/| tion in 1933 with the Ledger-D.s- | tion, state home demonstration and Dorothy Lawrence has resigned 
ee eeial si cone pe Tw a peg Re eran Me was as-| Patch, both of Norfolk, died here|state home economics education | from the copy staff of Kenyon & 
in - 


Jan. 1, to handle its advertising. 


| an Ceutuve.” sociated with such agencies asf a heart attack, Nov. 22. | by the Home Economics Institute Eckhardt, New York, to become a 
Ss Bar ik eo Fi aot session to-|Lord & Thomas, the Blackman a \of the Westinghouse Electric &|food copywriter with McCann- 
asegy Talks a : tat . : | . | ; any, Pittsburgh. | Erickson, New *k. 

“aiffay were devoted to developing ee: piggy Ronee and | Legion Names Ad Group | ™{8. Company, Pittsburgh Jaesesccnainsceciachs licens 

dis} ies taffs in 1945. Harry H. nox-heeves 0 inneapolis. For | ar ‘ 

lian sdal, professor of business at|the past several years he had > ees aT 


; : ; | has been named to handle and co- 
at t¥arvarc’s Graduate School of|served as industrial relations | 


bsiness Administration, warned/|sultant for a number of eastern | Suter Ge the’ Remeriann Panton 
at returning servicemen will de- | manufacturers. | Appointed “to make the Legion’s 
and speedy instruction and that; Harold Klaus, vice-president of | views clear to the public” in the | 
ey should be taught as rapidly | the Byron Keating Company, said | organization’s expanded public re- | 
edy™s possible, but without curtailing |fyture operations of the agency lations program, the commission | 
rs @mudy of ee ident, | have not been determined. Its| will be headed by Glenn Camp- 
ne \ keding Pie aie Seadieen. ot control had rested solely with the | bell, Cleveland, as chairman. 


methew York, urged that new sales 
-aft@mrainees be trained on the sales 
bs and not started in at the bot- 
m in other-than-selling jobs. 
nly “ordinary pluggers” can be 
eld that way, he said. 

Donald M. Hobart, Curtis Pub- 
ishing Company, Philadelphia, 
as elected president of the ANA, 
ucceeding Howard W. Green, 
leveland Real Property Inven- 
yy. Other officers named were: 
ice-presidents, Reavis Cox, Uni- 
ersity of Pennsylvania, Philadel- 
hia, and Lyman L. Hill, Servel, 
mc. Evansville, Ind.; treasurer, 
rthur P. Hirose, Newsweek, New 
York, and secretary, Ross M. Cun- 
hingham, Massachusetts Institute 
{f Technology, Cambridge. New | 
lirectors include Ralph R. Butler, | 
Kendall Mills, Walpole, Mass.; 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. WN. Y 


| 
it David E. Faville, School of Busi- | 
‘ict ess, Stanford University, Stan- | 
nd { ord, Cal., and Arthur Hurd, J. | 
ia Valter Thompson Company, New | 
ust rk. 
on 


4 o@/*AB Appoints Two; De oe geese ‘ 
°" ‘HAdds New Members aise | 
opp Eileen Falconer and Elizabeth ee Elected 


oy digqgploan have been appointed head 


ce ee aig 

> mame! the newly-created member AS PROVIDING THE BEST P tt “Flectionettes” distributed electi cys 

y prggervice department and member of ELECTION DAY COVERAGE retty “Electionettes” < <r so ypot : ge — 

et tbat department respectively by cards in downtow n Cleve land with the compli- 

ll em jperative Analysis of Broad- | IN NORTHEASTERN OHIO ments of The Friendly Station, reminded lis- 

' ~ Bating. Miss Falconer. with CAB teners that WGAR and CBS would air the elec- 
br four years, was formerly with tion news in a newer, easy-to-understand style. 

Yo ie Association of National Adver- 

yes igmpesers and H. J. Heinz Company, 

natiomettsburgh. Miss Sloan was pre- 

ce th usly with Gibbs & Cox, Inc., 

 WM@@E"C Rockefeller Center, Inc., New 

0, Sal TK 

essiofug New members of the CAB are 

siviliag@m@tkin- Kynett Company, Phila- 


mucamgelphia; Beech-Nut Packing Com- 
1s popggeeny, Canajoharie, N. Y.; Bruce B. 
‘id. brewer & Co., Kansas City, Mo.: 
-E Dagpuchanan & Co., Inc., Ivey & EI- 
- sma™m@"ston, and Look, Inc., New York. | 


ae 
coins ‘World-Herald’ | 
Wilford H. Struhs, formerly of | 
he advertising staff of the Union 
ific, has joined the promotion 
epartment of the Omaha World- 
Perald, succeeding Robert W. 
rd, who has joined Son De| 


recocar > paneek tint | a : aa % e P a 
hd o. yt te wn Advertising | a fa~ me “ 2 ha 
Cy Ss oines, : y Ce & e Ay p ; 

' Governor-Elect Lausche was interviewed Frances P. Bolton, re-elected as Con- Busy broadcasters were -* wove gg 

500,000 j by WGAR special-events broadcaster gresswoman from Ohio's 22nd district, Dave Baylor, part of the staff of 48 

é 4 : Sid Andorn immediately after election thanked voters in a remote control WGAR people who were on duty from 

§ CK P HOTO S had been conceded by Mr. Lausche’s pickup from WGAR's mobile unit 15 to 20 hours at a stretch collecting, 

opponent. which visited the candidates. editing, analyzing and airing returns. 

a ‘i STs IRR oth ae . 


- boa —~ 


Manager John F. Patt of WGAR personally directed his Re-elected by Ohioans, Congressman George H. Bender 

staff in coverage of national and state results, a per- found a WGAR microphone on the desk and Pom Arm 
: : formance that listeners praised as the most informative strong and Bob Forker of The Friendly Station at hi 
TE FoR INFORMATION ne and understandable election broadcasting in North- headquarters, ready to carry his comments the moment year 


ANN & FABRY C0. eastern Ohio. the vote total showed him the choice ' P 4 
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FORTUNE 


DECEMBER - 1944 


Tape— 


TAXES AFTER THE WAR 


| FOUR TAX PLANS au FIGURES IN BILLIONS) 


misceLLamEONs — MISCELLANEOUS —g 
RECEIPTS RECEIPTS 
4 TWIN 
ESTATE AND CITIES customs . 
GIFT TAXES 


ESTATE AND 9 
GIFT TAXES =. 
SALES TAK (9%) 28 


EXCISES (TOBACCO 2 q 
LIQUOR, GASOLINE) 4. 


aces 4,0 


income Tax 2D 


income TAX 9.0 


$18.0 BILLION 


weowe Tax 90 income Tax 10.9 


$18.4 BILLION 


te a 
HANSEN- 
ESTATE AO customs 9 PERLOFF 


‘oir rates “1,2 


UiavoR, casoutne) 3.0 EXCISES (TOBACCO 20 


AND LIQUOR) 


INCOME HH 1.0 
weowe Tax 4.0 


$18.0 BILLION 
$17.9 BILLION 


weowe tax 19.0 mcowe tax 9.8 


THE NEW CONGRESS will have the rare treat of passing a bill to Progressive MANAGEMENT is hard at the creative work of making 
reduce taxes—sharply reduced on commodities and corpora- tax reconversion plans that will make sense—for business, {or 
tions, probably still high on incomes. Less a bill to raise revenue government, and for the whole postwar economy. It knows that 
than a bill to facilitate production and employment, it must wartime taxes should be demobilized, like the troops, as soon 
encourage investment of all the income the U. S. will save at a as the country is safe without them. For taxes based on wartime 
high level of peacetime production. At the same time, a new tax production and markets will become a menace to industry and 
and budget calendar and important repairs are in order. to the economy when the emergency has passed. The timing is 
FortuUNE’s Editors outline four leading proposals—C.E.D., important. 


Ruml-Sonne, Twin Cities, Hansen-Perloff—in the December 


issue. 


DECEMBER: WHAT FOLLOWS LIBERATION? * CHECKS BY THE 
Page 121 MILLION * HOW MUCH IN RAILROADS? * U.S. MEDICINE IN TRANSITION 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 
MEN. 85% OF FORTUNE'S 175,000 subscribers are management men—and survey after survey shows that in FORTUNE 
the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 
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advertising Age, December 4, 1944 
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PHOTOGRAPHIC REVIEW 


OF THE WEEK 


COWLES EXECUTIVES—Photographed at Cowles Broadcasting Co.'s first exec- 

utive meeting in New York are, left to right, standing: Phil Hoffman, vice- 

president, KRNT, Des Moines; Don Inman, general manager, WNAX, Yankton- 

Sioux City; Bud Armstrong, general manager, WCOP, Boston; seated, Craig 

Lawrence, executive vice-president, WHOM, Jersey City; Gardner Cowles Jr., 

president of the company; John Cowles, chairman of the board, and Merle 
Jones, general manager, WOL, Washington. 


That Christmas 
may live on! 


BUY EXTRA 
WAR BONDS! 


’ ‘ 
go Fordens 


BORDEN'S FOR BONDS—This Christmas message is appearing for Borden Co., 

New York, on more than 3,000 24-sheet boards in cities over 100,000 population. 

In addition the company is distributing store cards and blotters bearing a 
reproduction of the poster with Borden's famous Elsie, Elmer and Beulah. 


He conquered the world—with waltzes 


I ’ © ittesistile "Wis self ts 
In md erue-ro-lif a Per 


° e Weissavae- 4h 


‘AGNAVOX COLLECTION—Public interest in the collection of paintings 


rt Wayne, Ind., to reproduce 10 of them in a portfolio for home, school 
aler use, at 50 cents per set. This is the latest to be featured in the 
Navox series in Atlantic, House Beautiful, House & Garden and Time. 


s Chaliapin, Walter Richards and Harry Anderson led the Magnavox 


BUDGET CONFAB—David M. Davies, 
center, advertising director of Ronrico 
Corp., discusses plans for the 1945 
budget of over $250,000 for promotion 
of Ronrico rum at a Miami meeting 
with John A. Dey, vice-president of 
Grant Advertising, Miami, left, and P. 
Wesley Combs of Grant's New York 
office. 


AIR-TITE—Rogers Imports, Inc., New 
York, in the largest advertising drive 
released by the company, seeks to 
clinch the consumer's desire for its 
"air-tite'’ tobacco pouch, said to be 
the "largest selling tobacco pouch in 
the U.S.A." Color insertions of about 
364 lines are being used in eight na- 
tional weekly and monthly magazines, 
to be continued into 1945. Kleppner 
Co., New York, is the agency. 


63 


INTO THE UNCHARTED FUTURE 


+. Out of the plonver past 


$ 


PILLSBURY MILLS, Inc. ty 


Eeerper By 


ae Wa 
? 


VISION VEILED—Pillsbury Mills, Inc., climaxed its 75th anniversary series with 
this Saturday Evening Post page, Which carries out the “uncharted future” idea 
by veiling the vision of the girl in the portrait with diagonal stripes of yellow. 
The ad reports Pillsbury's future plans, and announces an enlarged home service 
department. McCann-Erickson, Minneapolis, prepared the copy. 


—— 


HA 


PFUOLYVAR FRY OF Ce om mespiire Guroiiicht been ey 

lin razor blades and guns, Marlin Firearms Co., New York, is backing up current 
radio and newspaper advertising with outdoor poster displays adjacent to 23 
of the larger Army camps. Copy is kept to the minimum. Agency is Craven 


& Hedrick, New York. 


AT DIVISION MEETING—Principals at a recent two-day Cummer Co. division 

meeting in New York, at which Energine sales plans for 1945 were outlined, 

include, left to right: R. T. Meyers, Energine account merchandiser for Young 

& Rubicam; J. N. Cooke Jr., vice-president of Cummer Co., division of Sterling 

Drug; |. H. Bender, vice-president and general manager of McKesson & Robbins, 

distributor of Energine; O. J. Nickel, Cummer sales manager, and Don O'Brien, 
Y&R executive on the account. 


ADVERTISER AND AGENCY GUESTS—Participants in Cincinnati's fifth annual advertiser-agency-magazine party Nov. 17 in- 

cluded these three groups: (left) Ronald S. West, Stockton-West-Burkhart, Cincinnati; Al Butler, McCall's, chairman of the 

affair; Art Thexton, Clopay Corp., Cincinnati, and Walter Rowe, Estate Stove Co., Hamilton, O.; (center) Kelsey Downing, 

Globe-Wernicke, Cincinnati; Ruth Borg, Ruthrauff & Ryan, Cincinnati; Stewart Langdon, Globe-Wernicke; John Magro, Ruth- 

rauff & Ryan (with elbow raised), and Les E. Francis, Emery Industries; (right) William Ithmann, Procter & Gamble; Art Col- 

lins, Crowell-Collier Publishing Co.; C. E. Uhling, P&G; Gordon Johnson, Dancer-Fitzgerald-Sample, and, at the extreme right, 
Les Gage, Macfadden Women's Group, and Mike Roxburgh, Fawcett Publications. 
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the Sun gives 


It is The Sun’s aim to keep a close tie between the paper 
and the public . . . to generate lively public interest by 


constant public service. 


Public interest in The Sun is evidenced by the flood of 
letters, telephone calls, and visitors, coming in regularly 
to The Sun. And The Sun leaves no stone unturned to 


answer each and every inquiry. 


An outstanding example of the public service of The 
Chicago Sun is The Yanks Service Bureau, where serv- 
icemen and women are getting the answer to almost 
every question they can ask. Service Bureau booklets, 
such as “The Digest of The G. I. Bill of Rights” and 
“Questions and Answers for Veterans,” are in constant 
demand, not only in Chicago, but by people and organi- 


zations all over America. 


“Help” is only a little word. But The Chicago Sun, 
through its Yanks Service Bureau, is doing everything in 
its power, with heart, head, work and money, to make 


this word come alive for veterans and their dependents. 


*Public Service 
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Public Interest plus Public Service ... help to tell why 


sale of The Sun averages 345,000 daily —and more would 


‘buy it, if more papers could be printed. And these two 


facts stand out for any advertiser in the Chicago market: 


1. You need The Sun in any newspaper 
combination to cover Chicago completely, 


economically and efficiently. 


2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 


market with a relatively small expenditure. 


CHICAGO’S MORNING TRUTHpaper 


' THE CHICAGO SUN 


400 W. Madison St., Chicago 
250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. »« NEW YORK:.230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET 


IMMEDIATE ACTION 
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